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Rough Proofs 


Walter Winchell’s “blessed 
events,” says Scribner’s, have cre- 
ated a new school of writing. At 
any rate, they have enabled the pub- 
lic to celebrate noteworthy birth- 
days well in advance of the arrival 
of their owners. 

* * * 


A space salesman reports that 
when the list has been closed, the 
only way to get on is through the 
fund for “emergencies and contin- 
gencies.” A salesman’s support of 
the theory that an advertising emer- 
gency exists is of course contingent 
upon his having been left off the 
list. 

* * * 

Motorists told the Shell investi- 
gators that quick starting is their 
chief aim in life. It shouldn’t have 
taken much of an investigation to 
prove that the motorist who trails 
the crowd when the lights turn 
green feels exactly like a jockey 
who’s been left at the post. 


* * * 


A correspondent objects to the 
picture of a healthy-looking snake 
in the advertisement of a_ well- 
known antiseptic. Like his famous 
ancestor in the garden of Eden, this 
snake seems to have been the vic- 
tim of too much publicity. 

” * >” 


ADVERTISING AGE asks editorially, 
“Is food consumption diminishing?” 
and implies that slender figures are 
making farmers and food manufac- 
turers weep. The program is sim- 
ple: just get the dress-makers and 
theatrical producers to issue edicts 
favorable to the lady of ample pro- 
portions, and all will be well. 

* * * 


“Only two,” regretfully announces 
a food advertiser, “failed with this 
recipe to get absolutely perfect re- 
sults.” 
And these two probably reported 
perfect results—but not absolutely. 
* * * 


The William Wrigley Company is 
giving away 100,000 watches to 
dealers who sell its chewing-gum in 
the required quantities. If it weren’t 
for the iron-clad rule against using 
puns in this column, I’d ask if the 
deals aren’t made on tick. 

* * 


So many textile campaigns are 
under way simultaneously that the 
somewhat befuddled customer, hav- 
ing been made silk-conscious, cotton- 
conscious and unconscious, can hard- 
ly be blamed if he compromises on 


rayon. 
* * © 


An advertising agency sent its 
photographers all the way to the 
north woods to find out how lumber- 
jacks eat flapjacks. In the investi- 
gation they learned that these 
sturdy he-men are not called two- 
fisted for nothing. 


Rough Proofs suggested that 
Clara Bow is now learning the dif- 
ference between publicity and ad- 
vertising, but “Show Business” 
writes in to say that the only kind 
of publicity Broadway and Holly- 
wood recognize is good publicity. 

* * * 


No sooner had the demand for a 
good, practical can-opener been an- 
nounced in the news columns than 
Speedo, the can-opener, arrived via 
the advertising columns. Supply 
followed demand so patly that it 
looked almost as if they had had a 
rehearsal. 9) 

Copy Cus. 


BRISTOL-MYERS 
EXPONENTS OF 
FREE SAMPLES 


Believe Four Out of Ten Be- 
come Buyers 


New York, Jan. 29—Expressions 
by advertisers of toilet necessities 
indicate that there is no unanimity 
of opinion as to the value of free 
samples and that their place in the 
merchandising plan depends on the 
product and many other factors. 

The Bristol-Myers Company, man- 
ufacturers of Ipana tooth paste and 
Ingram’s shaving cream, firmly be- 
lieves in the efficacy of sampling. 
Lehn & Fink, producers of Pebeco 
tooth paste, Hinds Honey and Al- 
mond cream, also have a favorable 
impression of its value, though they 
sample on a smaller scale than do 
Bristol-Myers. 

Houbigant, Inc., manufacturer of 
perfumery and other toilet requi- 
sites, believes sampling is an excel- 
lent method of introducing a new 
product, and Cheramy, Inc., takes 
the same attitude. 

Helena Rubinstein, Inc., on the 
other hand, has never distributed 
samples and believes it is unneces- 
sary to do so. The company be- 
lieves that the right kind of adver- 
tising copy will make it unnecessary 
to resort to sampling. 


Sell Sample Kit 


Daggett & Ramsdell, manufactur- 
ers of nationally advertised face 
creams, also went on record against 
sampling, at least of the free va- 
riety. The company compromises by 
offering a sample kit of its products 
for 50 cents. 


Coty, Inc., also believes that the 
cost of sampling, weighed against 
results, is prohibitive. Its solution 
to the problem is to maintain a per- 
sonal service bureau to which women 
may write for advice on beauty prob- 
lems. Occasionally this bureau, in 
suggesting a special shade of pow- 
der or rouge, will include a sample 
of the recommended product. 

The Bristol-Myers Company of- 
fered free tubes of Ipana tooth paste 
in radio programs and distributed 
5,000 samples weekly over a consid- 
erable period. The company be- 
lieves that anyone who takes the 
trouble to write a letter asking for 
a sample is sufficiently interested to 
give the product a fair test. It 
backs this belief by distributing 
about 175,000 samples a year. 


Helps New Products 


It is particularly partial to sam- 
ples distributed to the public by den- 
tists, believing that a consumer re- 
ceiving a sample by this route is 
likely to become a confirmed user. 

While its figures are not absolute, 
investigation leads the Bristol-Myers 
Company to believe that about four 
out of every 10 persons sampled be- 
come regular buyers. 


Houbigant believes that sampling 
reaches its maximum usefulness in 
connection with new products, and 
it has sampled extensively for Fou- 
gere Royale, a line of slightly per- 
fumed shaving cream and face lo- 
tion for men. This has helped dem- 
onstrate in practice that the per- 
fume does not outrage the mascu- 
line sense of the fitness of things. 


While the automotive industry is 
“happy” over the actual volume of 
sales developed at the 31st Chicago 


National Automobile Show this 
week, the National Automobile 
Dealers’ Association, which also 


met during the week, let it be known 
that relations with the manufactur- 
ers leave much to be desired from 
the dealer’s viewpoint. 

“Happy” was the word used by 
A. H. van Der Zee, general sales 
manager, Dodge Brothers Corpora- 
tion, in addressing the 100,000 
Group of American Cities at its 
luncheon January 29. 

Mr. van Der Zee told the news- 
paper publishers that the car indus- 
try is happier at present than at 
any time for several years, and that 
the optimism bred of sales and a 
renewed public interest in cars indi- 
cates a much larger advertising vol- 
ume from the automotive field. 

He paid tribute to the newspapers 
as having assisted in creating public 
confidence, and leading the United 
States on to higher living standards. 

J. T. Collins, general sales man- 
ager of the Olds Motor Works, an- 
nounced during the show that sales 
are 35 per cent ahead of the same 
days of the 1930 show. 


Others Report Gains 


C. W. Nash, presiden® of Nash 
Motors, reported a 33 per cent sales 
increase at Chicago over 1930, and a 
gain of 88 per cent at Milwaukee. 

J. C. Chick, general sales manager 
of Cadillac, announced that January 
is 25 per cent ahead of 1930. 

C. W. Churchill, general manager 
of Buick, joined this chorus by re- 
porting an increase of 40 per cent. 

A blanket resolution adopted by 
the National Automobile Dealers 
Association deplored the merchan- 
dising policies of the manufacturers 
generally, declaring them to be with- 
out analogy in other lines and call- 


Motor Industry Is 
Happy Over Results 
of Show in Chicago 


ing upon manufacturers to study the 
situation with the object of uniting 
in improvements. 


Other resolutions opposed the 


Beery 


aa 


A. A. Engstrom 


Mr. Engstrom’s appointment as 
general sales manager of the Pierce- 
Arrow Motor Car Co. was an- 
nounced this week. He succeeds 
D. J. Willoughby, who becomes 
vice-president and general manager 
of the Pierce-Arrow Sales Corp., 
distributing branch in New York. 

Mr. Engstrom spent 18 years with 
the Continental Motors Corp., 
engine builders. 


practice of forcing stocks on deal- 
ers, suggested the adoption of a 
closed territorial policy, and ap- 
proved the action of the National 
Automobile Chamber of Commerce 
in seeking to bring manufacturers 
into agreement as to when new 


(Continued on Page 11) 


Last Minute 


consideration. 


today. The dates are June 14-18. 


News Flashes 


Elliott Roosevelt Chooses Advertising Career 


New York, Jan. 30.—Preferring to be an advertising man rather than a 
Princeton undergraduate, Elliott Roosevelt, son of the Governor of New 
York, has joined Albert Frank & Co. 

Mr. Roosevelt, who is on a business trip with Frank J. Reynolds, presi- 
dent of the agency, explained his decision in these words: 

“I would have enjoyed the vacation, but didn’t have the time for luxury.” 


Capper-Kelly Bill Passes House 


Washington, D. C., Jan. 30.— Loaded down with amendments, the 
Capper-Kelly bill passed the House yesterday and is ready for the Senate’s 


The bill permits the manufacturer of a trade-marked article to fix the 
re-sale price. The amendments were added in the interest of the retailer. 


Advertising Will Make Fortunes: Curtis 


_ Miami Beach, Fla., Jan. 29.—Advertising will make fortunes, Cyrus H. 
K. Curtis, president of the Curtis Publishing Co., Philadelphia, told the 
committee of 100 social organizations here. 

He criticised advertisers who curtail their expenditures in lean times, 
and said his company will spend $2,000,000 for 1931 advertising. 


Federation Picks New York for Convention 


New York, Jan. 30—(By wire).—The Advertising Federation of 
America will hold its 27th annual convention in New York, it was decided 


FOOD PRICES 
STABILIZED BY 
ADVERTISING 


Mahan Gives Views to 100,000 
Group 


The fact that the retail prices of 
advertised products have been gen- 
erally maintained during a period 
when commodity prices have been 
greatly reduced was called the fin- 
est tribute to advertising that could 
be paid. It means, asserted Dwight 
H. Mahan, general sales manager 
of the Kellogg Company, Battle 
Creek, Mich., in an address at a 
meeting of the 100,000 Group of 
American Cities in Chicago, Jan- 
uary 28, that the public regards 
these prices as reasonable, and that 
a heavy price recession is not needed 
in order to continue their movement 
into consumption, as in the case of 
unbranded or unknown merchandise. 

Mr. Mahan, whose address was 
one of the outstanding features of 
a two-day session of the newspaper 
organization, talked frankly regard- 
ing newspaper advertising and the 
problems of the manufacturer using 
the medium. He said that The Kel- 
logg Co. spent more than $2,000,000 
in newspapers alone in 1930, and 
plans to maintain or increase this 
expenditure in 1931. 


Discuss Addresses 


A remarkably large percentage of 
members of the 100,000 Group from 
all parts of the country attended the 
meeting. Mr. Mahan’s address was 
followed by a discussion led by 
Irwin Maier, advertising director of 
the Milwaukee Journal. 

Frank I. Carruthers, advertising 
director of the Denver Post, led the 
discussion at the session Thursday 
morning, while H. H. Hoffman, of 
the Worcester Telegram-Gazette, di- 
rected the afternoon debate. 

The Kellogg sales manager rec- 
ommended that newspapers. en- 
deavor to maintain personal con- 
tacts with important or key retail- 
ers, for the purpose of showing them 
the advantages of handling adver- 
tised merchandise. He felt that this 
would be even more effective than 
contact through broadsides and let- 
ters, which are frequently sent out 
at present by newspaper publishers, 
in connection with advertising cam- 
paigns of importance scheduled for 
their publications. 

In explaining the position of the 
Kellogg Company with reference to 
so-called “private labels,” Mr. 
Mahan made it clear that he does 
not think that advertising alone 
gives a manufacturer the right to 
feel that he should pre-empt the 
field. The manufacturer’s claim on 
the preference of the consumer and 
the retailer, he said, depends on 
furnishing satisfactory goods at 
reasonable prices, and advertising 
is simply an annihilator of time in 
getting the facts before the public 
as rapidly as possible. 


“Battle of Brands” 


“The battle of the brands,” which 
is getting much consideration at 
present, has developed largely be- 
cause of the organization of the re- 
tail stores. Organized retailers have 
been successful in developing de- 
mand for staples put out under their 
own labels, and have not realized 
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that the specialty manufacturer who 
has created a market for the prod- 
uct through his advertising has an 
acceptance and a preference from 
the public which it will be difficult 
to replace. It is in this field that 
the private label encounters real 
difficulties. 

From the standpoint of the ad-. 
vertiser, problems are growing out | 
of the efforts of organized retailing, | 
including both chains and voluntary 
chains, to persuade the manufacturer 
to pay some of the cost of displaying 
and advertising his branded mer- 
chandise in their stores and in their 
local advertising. To the extent that 
the food advertiser participates 
directly in these expenses, he pointed 
out, the advertiser’s representation 
in newspapers and other local me- 
diums will be reduced. 


Public as Judge 

Mr. Mahan concluded with the 
statement that the Kellogg Com- 
pany intends to put the question of 
selection of brands up to the con- 
sumer, and through advertising to 
give the public an opportunity to 
express its preferences for estab- 
lished goods of known quality. 

“Advertising as we know it is a 
product of the times,” said Mr. 
Mahan in beginning his impressive 
analysis of the food advertising and 
merchandising situation. “Although 
we sell in every country of the 
world except Russia, we cannot do in 
other countries what we can do in 
the United States. Advertising has 
come along with mass production, 
higher standards of living, a 
broader distribution of prosperity 
and buying power. 

“What kind of product lends itself 
to advertising? The increased sales 
of cigarettes, especially to women, 
have undoubtedly been _ brought 
about through advertising. Soft 
drinks, cereal foods, etc., have been 
given a place through advertising. 


Place of Advertising 


“It seems evident that advertising 
can do most for a product for which 
a demand had not been created prior 
to its introduction. It is much easier 
to establish a product which offers 
something new than to create a 
brand demand on a staple product. 


“Successful advertising of spe- 


WIDENING THE MARSHMALLOW MARKET 
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Dinner favors made with marshmallows is the new idea of Ellen White, advertising man- 
ager of the Angelus-Campfire Company, Chicago, whose advertising nom-de-plume is Marcia 
Camp. Beginning next month the idea will be featured in magazine advertisements and a favor 
booklet will be distributed free to coupon-signers. 


cialty products has given manufac- 
turers of those goods the confidence 
of consumers. In these cases the 
brand name has taken precedence 
over the generic product. In other 
cases the confidence of the consumer 
rested with the retailer, and that is 
still true of most articles. 

“We formerly sold dealers, using 
advertising portfolios. We do not any 
longer. We believe the job is to 
sell good merchandise rather than 
advertising. The advertising port- 
folio idea has been abused to such 
an extent that it is largely discred- 
ited. Furthermore, we want our 
salesmen to spend most of their 
time in telling the dealer what’s 
inside the packages, and they can’t 
do this and talk advertising too. 

“The retailer controls the situa- 
tion a lot more than might be sup- 


4 | 
To Reach Today’s 


Market at Its Most 
Receptive Moment 


Advertise Outdoors?! 


The tempo is to do things! ~@@ ¢ 
Go places! We have been 


educated to 


restlessness. 


Roaming has taken the place 


of reading! 


Exclamations 


have taken the place of ex- 


planations! 


And thereceptive advertising 
moment has changed from 
. fireside to ‘‘Outside.”’ 


This is exceptionally true of 


* @ @e Detroit! 


WALKER & CO. 


Outdoor Advertising 
DETROIT 


Harvard Jury 
in 3-Day Session 

Cambridge, Mass., Jan. 
28—More than 10,000 ad- 
vertisements, submitted in 
competition for the Har- 
vard Advertising Awards, 
were exhibited to the pub- 
lic yesterday in the Baker 
Library at the Harvard 
Graduate School of Busi- 
ness Administration. 

The judges will be here 
January 29 to 31. The 
awards will be made pub- 
lic about March 1. 


posed. The consumer wants satisfac- 
tory merchandise at fair prices, and 
in most cases the brand is secon- 
dary. Can advertising be powerful 
enough to overcome the opposition 
of retailers who decide to turn the 
stoplight on advertised goods? 

“The profit has been largely taken 
out of many advertised lines which 
have been made victims of predatory 
price-cutting. The merchants are 
seeking a way to make a profit, and 
that is why the retail organizations 
are pushing their own brands, hoping 
to find an answer to the profit ques- 
tion. 

‘The maintenance of the prices of 
advertised food products is not a 
disadvantage to the wholesale dis- 
tributor. In a time of falling prices, 
advertised goods have stabilized the 
industry. Most food advertisers 
have long ago deflated their prices. 
The Kellogg Company, for instance, 
is recovering four cents a case less 
from corn flakes today than in 1912. 


“Private Label” 


“The use of the term ‘private 
label’ carries a sting and makes the 
distributor angry. Some manufac- 
turers use the term to imply that 
they have roped off the arena and 
that the market belongs to them. 
The market is ours only so long as 
we furnish a satisfactory product at 
prices the trade and the public are 
willing to pay. 

“In the large class of staple prod- 
ucts for which a demand exists, it 
has been found possible to build up 
a demand for so-called private 
labels. In the class of specialties, 
where the demand has been built 
through the expenditures of mil- 
lions of dollars for advertising, sam- 
pling, ete., the situation is quite dif- 
ferent, but it is difficult to make the 
retailer see that private labels are 
not effective in that class.” 

Mr. Mahan closed with the pre- 
diction that the situation in the 
food distribution field, where the 
formation of voluntary chains built 
around wholesale houses has re- 


sulted in lessened contact with the 
retailers due to centralized buying, 
and in the development of their own 
brands in many cases, will soon be 
duplicated in the drug and depart- 
ment store fields. The maintenance 
of the position of advertised prod- 
ucts in those fields may depend on 
the extent to which the manufactur- 
ers use the point-of-purchase adver- 
tising which they are offered by 
these merchandising organizations. 


ANALYZE TRADE 
IN LOS ANGELES 


Washington, D. C., Jan. 29—Re- 
tail trade in Los Angeles, Cal., in 
1929, aggregated $964,049,000, the 
Bureau of the Census reports. 

There are 1,222 units of local 
chains, 620 units of sectional chains 
and 725 units of national chains. 
These three types of chains do an 
annual volume of $305,000,000, or 
about 31 per cent of the total 
business. 

Single store independents  ac- 
count for $473,000,000, and the two- 
and three-store multiples for $161,- 
000,000, or a total of 65 per cent. 

Others bidding for Los Angeles 
business are leased-department 
chains, $5,247,000; utility-operated 
retail stores, $332,000; manufac- 
turer-controlled chains and _ sales 
branches, $5,190,000; other types of 
organizations, including mail-order 
houses, $6,298,000. 

The automotive group gets 22.85 
per cent of all retail business in Los 
Angeles; general merchandise group, 
15.72 per cent; food group, 14.72 
per cent; restaurants and eating 
places 11.38 per cent; apparel 
group, 9.47 per cent; lumber and 
building, 5.67 per cent; furniture 
and household, 5.86 per cent, and 
all other stores, 14.83 per cent. 


Biddle Leaves 
American Laundry 


After 21 years with the American 
Laundry Machinery Co., Cincinnati, 
William Biddle has resigned as ad- 
vertising manager. He is president 
of the Direct Mail Advertising As- 
sociation. 


Appointed by Crosley 


Glenn H. Corbett has become ad- 
vertising manager for the Crosley 
Radio Corporation, Cincinnati. Mr. 
Corbett was formerly with the 
Globe-Wernicke Company, Cincin- 
nati. 


Adams Opens Agency 


Under the name of the Adams 
Advertising Agency, Floyd Adams 
has opened offices in the General 
Motors Building, Detroit. 


‘LUCKIES’ BREAK 
WITH BIG CHAIN 


New York, Jan. 29—As the result 
of a disagreement between the 
American Tobacco Company and the 
United Cigar Stores Company, 
American has cut the United from 
its direct buying list and the chain 
will have to secure its Lucky Strike 
cigarettes and other American 
brands from the jobbing trade. 

The Tobacco Leaf gives this ver- 
sion of the rupture: 

“The disagreement, it is rumored, 
came about from a deal which the 
United made on cigarettes in con- 
nection with the sale of razor blades, 
Luckies being omitted from the 
offer. 

“The American Tobacco Company 
notified its jobbers of its decision to 
eliminate the United as a direct 
buyer in the following telegram: 

“*For reasons that will be eventu- 
ally apparent to you we have this 
day discontinued United Cigar 
Sfores Co. as a direct buyer. This 
telegram is to advise you of this 
fact and to state, of course, we have 
no objection to your selling our mer- 
chandise to United Cigar Stores un- 
der such terms and conditions as 
are satisfactory to you.’ 

“An official of the United Cigar 
Stores Co. of America said: ‘We 
are continuing to sell American To- 
bacco Company products in our 
stores.’ Officials of neither company 
would comment upon the action of 
the American Tobacco Company. 

“Coincident with the announce- 
ment that the United had been cut 
off the American Tobacco Com- 
pany’s direct list came a reduction 
to 11 cents of all popular cigarettes 
sold in the Schulte stores, a slash 
that may be the means of starting 
the cigarette war on a wide scale, 
the trade fears. 

“The reductions made by the 
Schulte chain are countrywide, and, 
coming as they do after the organi- 
zation had a comparatively short 
time ago raised prices to two for a 
quarter, they were the cause of 
bitter disappointment among the re- 
tail trade in general.” 


Retailers Are 
the Key Factor, 
Graham Asserts 


Business is in the hands of the 
retail merchant and his salesmen, 
said George M. Graham, vice-presi- 
dent in charge of sales of the Willys- 
Overland Company, Toledo, who 
spoke at the meeting of the Chicago 
Advertising Council January 29. 

The efforts which they make to 
find and sell the retail buyer whose 
purchasing capacity is unimpaired 
will determine the general situa- 
tion, he declared. 

Mr. Graham expressed the opin- 
ion that publishers could help adver- 
tisers by reducing their rates, tem- 
porarily, making this suggestion on 
the ground that other commodities 
have been reduced in price and ad- 
vertising space should follow the 
same trend. 

He also urged that newspapers 
and other publications give less 
space and emphasis to unemploy- 
ment, destitution and other unfavor- 
able factors, saying that the public 
is frightened by this kind of news. 
The public psychology can be im- 
proved by stressing favorable rather 
than unfavorable news, he pointed 
out. 


Emerson, Pioneer 
Advertiser, Dead 


Isaac E. Emerson, founder of 
the Emerson Drug Co., of Balti- 
more, producer of Bromo Seltzer, 
died January 23. He was a pioneer 
in advertising. 

He acquired the formula for 
Bromo-Seltzer while engaged in the 
retail drug business, and abandoned 
that field to promote Bromo. He 
used many mediums to make the 
product so widely known that it is 
still in strong demand in all parts 
of the country. 
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ADVERTISING AGE 


19 ADVERTISERS 
SPEND MILLION 
IN MAGAZINES 


150 Provide 57 Per Cent of 
Total Volume 


New York, Jan. 29.—The volume 
of January magazine advertising 
amounted only to $10,820,064, Na- 
tional Advertising Records reports. 
This was the lowest January since 
1926, the January, 1930, figure being 
$12,411,264. 

The radio field closed 1930 with a 
handsome gain over previous years. 
The 1930 total was $26,819,000, com- 
pared with $18,729,000 in 1929 and 
$10,252,000 in 1928. 

Of the 1930 total, $20,088,000 went 
to the National Broadcasting Com- 
pany and $6,730,000 to the Columbia 
Broadcasting System. 

Foods Lead List 

Foods and food beverages pro- 
vided the largest volume of radio 
advertising in 1930, with $5,264,000. 
Totals for other leading divisions: 

Drugs and toilet goods, $3,239,000; 
radios, phonographs and musical 
instruments, $2,402,000; cigars, 
cigarettes and tobacco, $2,076,000; 
lubricants and petroleum products, 
$1,495,000; stationery and _ books, 
$1,421,000; travel and amusements, 
$1,359,000; automotive, $1,355,000; 
financial and insurance, $1,209,000. 

An analysis by National Adver- 
tising Records indicates that 150 
advertisers spent $116,568,000 for 
magazine advertising in 1930. This 
was 57.74 per cent of the total spent 
in magazines. 

Those spending $1,000,000 or more 
in magazines in 1930: 


1930 1929 

(Thousands) 
General Motors Corp.$ 7,099 $............ 
General Foods Corp. 4,288 4,090 
Procter & Gamble 

Co. 7) fe 
Standard Brands, Inc. 3,400 1,951 
DURE, THC, siccsssssicsssctemes 8,049 
Lambert Pharmacal 

Co. S07 2S 
Colgate - Palmolive- 

Peet Ce 2,969 2,233 
General Electric Co... 2,708 2,452 
Ford Motor Co................ 2,224 1,551 
Lever Bros., Ince............ 2,208 1,212 
Campbell Soup Co... 1,971 1,884 
Chrysler Motor Corp. 1,834 2,091 
American Tobacco Co. 1,545 900 
Swift @ Co............... 1530 381,125 
R. J. Reynolds To- 

bacco Co. .................... 1,425 1,081 
RCA-Victor Co. . Becaatss 1,396 1,581 
Liggett & pam To- 

baceo Co. .................. 1,876 1,878 
Quaker Oats Co... ee 1,336 1,312 
Texas Co. . 1,321 708 
California “Packing 

SINR incorrect sence 1,314 753 


Armstrong Cork Co... 1,310 1,194 
Kotex Co. & Kleenex 


Co. 871 
Vacuum Oil Co 802 
H. J. Heins Co........ 557 
Congoleum - Nairn, 

Inc. ... 1,150 1,343 
Lamont, ‘Corliss & 

Co. 1,142 1,133 


Lehn & Fink, Ine........ 1,057 =1,118 


Standard Oil Com- 
DARIOB. cisccic BROS. - cance: 
E. R. Squibb & Sons. 1,009 888 


How individual magazines fared in 
1930, in comparison with 1929, is in- 
dicated by these figures from Na- 
tional Advertising Records. 


1929 1930 
(Thousands) 
Standard 

All Fiction Field........... $ 282$ 245 
American Mercury ..... 189 138 
Atlantic Monthlly........... 421 351 
NN iB 212 191 
Golden Book .................. 222 204 
Harper’s Magazine... 417 407 
Review of Reviews..... 531 3879 
Seribmer’s nn ccccsseccnessne 254 209 
World’s Work .............. 657 454 


Quality Three Color.. 72 92 
Big Four Color 


Group 143 84 


$ 3,506 $ 2,760 


Kansas Condemns . 
Corporate Farming 


Topeka, Kan., Jan. 29—An 
investigation looking to the 
forfeiture of the charters of 
corporations engaged in farm- 
ing will be instituted by At- 
torney General Boynton, in 
compliance with a resolution 
passed by the House. 

The resolution said “that 
corporations engaged in the 
business of farming are not 
encouraging agriculture’ in 
Kansas, but are replacing in- 
dividual farmers and depopu- 
lating the State.” 


Flat 
FV y || $ 5,364 $ 5,377 
American Boy ................ 668 674 
American Legion 
(Be 374 337 
SER IVa ar ee 208 125 
BE BI seco 316 287 
3 201 173 
College Humor .............. 358 307 
Cosmopolitan. ................. 4,611 4,997 
Elks 634 466 
Motion Picture 
ee 188 209 
Motion Picture 
Magazine ..................... 499 531 
Open Road for Boys 100 141 
Parents Magazine ....... 214 271 
Photoplay eececceccceeee 961 1,154 
Physical Culture ........... 507 427 
Be TIGEE pctnentiesicotne 1,213 + =1,080 
Seorece rand -ncccecssesnecseneeeee 83 136 
IIA? scsticncisnibnciccsinense 172 217 
True Confession.e........... 150 106 
True Romances .............. 489 535 
$17,814 $17,561 
Women’s 
Delineator onc. 5,402 $ 6,279 
Farmer’s Wife ............ 1,003 1,109 
Good Housekeeping... 12,298 12,212 
Harper’s Bazaar ............ 1,986 2,176 
Ree 800 766 
NS eee 1,378 1,654 
Ladies’ Home Journal 16,306 15,580 
MII reciaceniciscenemnces 7,591 8,341 
Needlecraft. .................... 578 533 
People’s Popular 
| aE Relais 865 797 
Pictorial Review .......... 6,508 6,733 
Tree Sore 3,790 4,541 
Vogue (Fortnightly).. 3,764 3,312 
Woman’s Home Com- 
: i ee 9,400 10,340 
Woman’s World .......... 1,040 1,042 
$72,715 $75,422 
General and Class 
American Golfer ........... $ 141$ 191 
American Home............. 1,137 1,286 
Arts & Decorations... 476 445 
Better Homes and 
INE i ccresrteonie 2,690 2,901 
(67:) 17711) +) |: 212 131 
Country Life.................... 680 653 
Field & Stream............. 338 354 
Golf Illustrated .............. 106 126 
House Beautiful............. 1,234 931 
House & Garden........... 2,768 2,180 
Mentor-World 
2. nena 61 111 
Nation’s Business ........ 1,907 1,755 
National Geographic.. 2,107 1,911 
National Sportsman ... 195 191 
ae en 67 64 
Normal Instructor ........ 293 238 
Outdoor Life..................... 203 209 
Popular Mechanics ...... 1,380 1,325 
Popular Science............ 821 668 
Radio NewS -..ecccccccson.. 232 208 
Scientific American... 91 86 
Science & Invention 130 149 
TN oa satanic 208 176 
Travel 109 
Vanity Fair 890 


$18,685 $17,299 
Weeklies, Semi-Monthlies 
American Weekly ......$ 7,659 $ 7,680 


Christian Herald.......... 442 333 
Collier’s 8,043 10,070 
Forbes 615 576 
Judge ....... 420 390 
Liberty 6,146 5,589 
Life 792 600 
Literary Digest............. 8,861 6,878 
New Yorker 
Outicok ............... 
Pathfinder 04... 
Saturday Evening 

ie Raunt 
Spur 779 809 
Time 1,881 3,051 
Town & Country......... 628 701 


$89,395 $87,661 


No. 47 of a Series 


Please, Mr. Eclipse 
—a little light! 


Well, the question now is how 
to get out of it. We're in the 


financial depression; the whole 


world is in it—now what? 


S. Palmer Harman in February 
Scribner's writes another of his 
lucid articles which bear on the 
subject. He points out first that 
politics have had an important 
place in business contrary to the 
general impression that politics 
belong anywhere else but there. 
Politics settled the gold and sil- 
ver issue in the United States and 
the slump of 1907 was followed 
by the Federal Reserve Act six 
years later. The trouble now is 


that the present depression is 


international, and politics 


national. How are they to be 
reconciled? There are several 


ways of bringing about an 


agencies 


tion, etc.) 


the ‘newer 


are _ control the price of goods. 


international business recovery: 


(a) Price control by official 


(Stevenson rubber plan, 


Brazilian Coffee valoriza- 


(b) Uniform diffusion of credit. 
(c) Industrial development of 
countries. 
But the best plan, according to 
Mr. Harman, is by controlling the 


money market. When you control 


Would an international bank 
be a solution? Should the advice 
of such men as Owen D. Young 
and Sir Charles Addis, director 
of the Bank of England and vice- 
chairman of the Bank of Inter- 
national Settlements at Basle, be 
heeded? 

Any excursion into inter- 
nationalism has always been 
anathema to most Americans. Can 
it be successful in dragging us out 
of this financial depression? Will 
economic necessity compel it? 
These important problems are the 
subject of Mr. Harman’s fine 


monthly article. 


FEBRUARY 


the cost of borrowed money, you 


SCRIBNER 


Co-Operative 
Gas Campaign 
Is Expanded 


San Francisco, Cal., Jan. 29—The 
co-operative campaign instituted by 
the Pacific Coast Gas Association in 
1929 has been expanded considerably 
for the year beginning in February. 

To the radio advertising employed 
in the past have been added copy in 
Sunset Magazine, industrial adver- 
tising in Western business papers, 
and the production of a 24-page 
magazine, “Housekeeping.” There 
will be four issues of this every 
year. 

A booklet featuring commercial 
and industrial uses of gas has been 
issued as a follow-up for the indus- 
trial advertising. 


J. Charles Jordan, assistant pub- 
licity manager of the Pacific Gas & 
Electric Co., San Francisco, planned 
the campaign, which received the 
association’s O. K. Copy is written 
by a committee of five members. 

The advertising appropriation is 
divided among the members accord- 
ing to the number of gas meters per 
territory. 

“This co-operative advertising is 
proving of help because it permits 
us to do things that we could not 


do as individual companies,” Mr. 
Jordan said. 

“Although the gas business is over 
50 years old on the Coast this is the 
most outstanding co-operative move- 
ment ever attempted. It has revital- 
ized the dormant gas industry and 
has stimulated interest in gas both 
in domestic and commercial fields.” 


Pittsburgh Agency 
Gets New Principal 


Alexander D. Walter, well known 
advertising man of Pittsburgh, has 
become a principal in Gummerson 
& Martin, agency of that city, the 
name being changed to Gummerson, 
Martin & Walter. 

Mr. Walter has been with the 
W. S. Hill Company. He conducted 
his own agency at one time. He 
began his advertising career in 1910 
with the George Blackiston Adver- 
tising Agency. 


New Radio Series 
for Junket Folks 


The Jolly Junketeers, a new radio 
feature, will be launched by the 
Junket Folks, Little Falls, N. Y., 
February 4. will run every 
Wednesday and Saturday afternoon 
over a National Broadcasting Com- 


pany network. 
is Mitchell-Faust- 


The agency 
Bickson Wieland, Chicago. 


Heads Ontario Dailies 

Allan Holmes, of the Galt Re- 
porter, has been elected president of 
the Ontario (Can.) Associated 
Dailies. 

Howard Fleming, Owen Sound 
Sun-Times, was made vice-president 
and C. D. Dingman, Stratford 
Beacon-Herald, was re-elected sec- 
retary-treasurer. 


Agency for Amity 

The Amity Leather Products Co., 
West Bend, Wis., has appointed Er. 
win, Wasey & Co., Chicago, as ad- 
vertising counsel. 

DeWitt O’Kieffe, formerly with 
the Homer McKee Company, Indian- 
apolis, has joined Erwin & Wasey. 


Advertising Woman 
Promoted by Gimbel’s 


Miss Violet Symons, advertising 
manager of Gimbel’s, Pittsburgh, 
has been elected to the board of 
directors. 


Renews Radio Contract 

McCann-Erickson, Inc., New York 
has renewed the radio contract of 
the Campana Corporation, Batavia, 
Ill., for a Thursday radio program 
over N. B. C. 


Heads New Studio 
Roy Brown, former manager of 
the Pittsburgh branch of Manni 
Studios, of Cleveland, has for 
the Royart Studios in Pittsburgh. 
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Advertising Staples Successfully 


Some of the most successful ad- 
vertisers in the specialty field fre- 
quently express the opinion that 
advertising is not as well adapted 
for promoting the sale of branded 
staples as for developing markets 
for new products. While the subject 
is debatable, it is not indicated by 
experience that this point of view is 
correct. 


The most successful advertising, 
in the sense of attracting the most 
attention, is undoubtedly that of 
specialties. Listerine, Eastman Ko- 
daks, and Gillette safety-razors are 
examples in kind. On the other 
hand, Lucky Strikes, Camels and 
other leading brands of cigarettes 
have profited immensely from adver- 
tising, and they are as near alike as 
peas in a pod, with the exception of 
the dramatization which can be 
given them in the advertising copy. 

The manufacturer who brings out 
something brand-new, like an elec- 
tric refrigerator, who goes out and 
pioneers the way for it, and builds 
great consumer demand resulting in 
millions of dollars of sales, usually 
gets the lion’s share of the credit, 
in terms of orders. On the other 
hand, the producer of a commodity 
for which there is already a known 
market hopes less to increase con- 
sumption than to divert a satisfac- 
tory part of the present demand to 
his brand. Unquestionably advertis- 
ing can help to do this. 


The Quaker Oats Company has 
made its name almost the symbol 
of the product, although the com- 
modity itself has a long and honor- 
able history extending over cen- 
turies. Advertising did it. The tooth- 
paste idea is not exactly new, 
although there is a large unde- 
veloped market awaiting cultivation; 
and yet new brands, backed by the 
right kind of advertising, have been 


able to come into the field and com- 
mand a following. In all of these 
cases, no doubt, the interest of the 
consumer was stimulated and de- 
mand actually increased by the 
joint efforts of the advertisers. 

There are 32,000 brands of coffee 
registered in the United States, and 
some of them are being advertised. 
Yet the product is so well known 
that only some major improvement 
in preparation or packaging would 
divert a major share of the demand 
to a single brand. That is where the 
difficulty of the possessor of an 
advertised brand in a general com- 
modity field begins to develop. 

The real problem, however, is 
wrapped up in the fact that when a 
manufacturer brands and advertises 
a product of general character, he 
finds it difficult to prevent the public 
from being supplied with other 
brands, even though his own may 
have won a certain degree of prefer- 
ence. The difference is too slight to 
make the consumer “demand” the 
product in any real sense, and the 
distribution factors control the 
brands. That is why chains and vol- 
untary chains have been successful 
in pushing their own brands of 
bread, coffee, flour and many other 
standard commodities. ~ 

The answer seems to be that an 
advertiser, no matter what his 
product, must make it so a%tractive, 
through changes in character, ap- 
pearance, preparation and service, 
that he can build distinction. Adver- 
tising will help him to do this—but 
the product itself must be made 
enough out of the ordinary to justify 
the consumer not merely in accept- 
ing it, but in insisting on getting 


the “original and genuine.’ To the: 


extent that this is successfully 
accomplished, the staple actually 
takes on the characteristics and ad- 
vantages of the specialty. 


Observation Vs. Conversation 


Many a conference inside the office 
of the manufacturer or advertising 
agency is devoted to a discussion of 
problems which may be decided 
wrong because of the absence of 
complete information. A lot of peo- 
ple may have impressions, and they 
may think they know, but there is 
no misinformation so dangerous as 
that in which the possessor has 
complete confidence. 


Dwight H. Mahan, general sales 
manager of the Kellogg Company, 
who spoke before the 100,000 Group 
in Chicago January 28, made a very 
interesting statement regarding his 
own method of acquiring informa- 
tion regarding conditions out in the 
field. He spends hundreds of hours 
every year in retail stores, not only 
discussing the problems of the mer- 
chant, but watching the great 
American household in process of 
being supplied. 

When Mr. Mahan undertakes to 
say how the consumer buys, and to 
what extent she is affected by adver- 
tising, he speaks with authority, 
because he has been there and seen 


for himself. When he talks about 
the relative values of advertising 
portfolios and quality merchandise 
in selling the retailer and getting 
his interested co-operation, he knows 
whereof he speaks, because he has 
had personal contact with the trade. 
When he discusses the problems of 
the jobbers, and the reasons back 
of the development of voluntary 
chains built around jobbing houses, 
he can talk not theoretically, but 
with information and ideas built on 
direct observation of the conditions 
—on the spot. 


This is such a simple idea that it 
is remarkable that it is not used 
more generally. We have surveys 
and surveys, but why wouldn’t it be 
a good idea for principals to get 
out in the field once in a while? 
Then, instead of relying entirely on 
tabulations of answers to ready- 
made questionnaires, or indulging in 
hot air manufactured in conference- 
rooms, advertisers would be sure of 
their ground and could make their 
plans with real confidence in the 
results. 


Information for 
Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE: 

218. A $100,000,000 Market for Lines 
Allied to Agriculture and 
Horticulture. 


A survey compiled by Seed World, 
Chicago, which gives some interest- 


jing figures on the 78 side-lines han- 


dled by dealers in this field, with the 
percentage of distribution attained 
by each class. The seed catalog as 
a factor in merchandise distribu- 
tion in this field is also discussed. 


211. A Major Contribution to Mod- 
ern Merchandising. 


A booklet published by the Amer- 
ican Telephone and Telegraph Co., 
to describe its “Where to Buy It” 
service as a means of permanently 
designating outlets for nationally 
advertised lines. 


212. Personal Well Beimg the Next 
Big Economic Development. 


A thesis in the form of a pub- 
licity release from Physical Culture, 
New York, which suggests that per- 
sonal well-being can be developed 
along industrial lines and explains 
how this appeal can be utilized in 
merchandising many kinds of prod- 
ucts. 


213. Broadcasting Advertising By 
Electrical Transcription. 


A booklet issued by the Royal 
Broadcasting Systems, Inc., New 
York, to announce a “perfected 
method of recordation” for broad- 
casting by electrical transcription. 
The booklet discusses coverage and 
services offered by the publisher, in- 
cluding a special system for farm 
coverage. 


214. The Place of the Trade Paper 
in the Advertising Plan. 


In this 16-page booklet, published 
by the International Magazine Cor- 
poration, New York, Ray Sherman, 
editorial director of the Hearst Busi- 
ness Magazines, discusses the quali- 
ties to be found in a good business 
magazine and when and how the ad- 
vertiser can profitably use business 
paper space. 


215. An Outline for Market Sur- 
veys. 

In a booklet of 86 pages, pub- 
lished by the Industrial Club of St. 
Louis, George C. Smith, the author, 
has prepared an exhaustive state- 
ment of just what the distribution 
census will show and has gone 
thoroughly into the many phases 
of the subject, such as fundamental 
changes and recent improvements 
in distribution, basic market areas, 
sources of market data, etc. A bib- 
liography and an illustration of 
principles applied to a survey of St. 
Louis are included. 


216. An Analysis of the Circulation 
of “True Detective Mys- 
teries.” 


A tabulation of questionnaires re- 
turned by 607 readers of True De- 
tective Mysteries, which gives an 
interesting picture of the kind of 
people who prefer this kind of read- 
ing matter. Questions asked cov- 
ered age, sex, marital status, dupli- 
cation of readership, occupation, etc. 


217. The New Mode 
Selling. 

In view of the past year’s devel- 
opment in four-color gravure adver- 
tising in newspapers, this brochure 
of the Consolidated Water Power & 
Paper Company, Wisconsin Rapids, 
Wis., has an added interest to ad- 
vertisers. It contains examples of 
30 outstanding gravure advertise- 
ments, most of them in color and all 
of recent origin, together with com- 
ments on the nature of the art 
work. 


124. The Recorder Outlook. 


A monthly bulletin by Arthur D. 
Anderson, editor of Boot & Shoe 


in Printed 


(Continued on Page 11) 


— 


ADVERTISING LOSES ONE OF ITS 
PRACTITIONERS 


“Tch! Tch! 


appropriation.” 


—Judyge 


Today the boss tells me I gotta find an- 
other job on account they’re cuttin’ down on the advertising 


Mr. Clatfelter on 
Too Many Greetings 

To the Editor: For some time 
the advertising fraternity has had 
a slogan, “Truth in Advertising”. 
We have also had such things as 
the Audit Bureau of Circulation—a 
set of policemen, whose duty it is to 
insert truth into circulation state- 
ment. 

These things did not get where 
they are over-night. It required a 
gradual growth and building of sen- 
timent to get them to their present 
status. And now, I am going to 
suggest something else, that is not 
going to cause enthusiasm in some 
places. 

I am inclosing with this letter a 
newspaper section of a type I would 
like to see ADVERTISING AGE dis- 
courage: A whole section with noth- 
ing in it but “Christmas Cards”— 
page after page of nothing but 
“Greetings” (?) that had been “per- 
suaded” out of advertisers. 

Does anyone, including the paper 
which promoted this section, believe 
that the advertisers have any pos- 
sible chance to benefit from such 
copy as this? 

Does anyone believe that, after a 
quick glance, the reader does any- 
thing else but promptly discard that 
section? 

A few years ago, I made a criti- 
cism of this practice and was ac- 
cused than of decrying all Christ- 
mas Greeting advertising. That is 
wrong. 

The thing I do deplore is the habit 
of newspapers utilizing Christmas 
as a time for such promotion and 
then to make up the pages and sec- 
tions in such a manner as positively 
to dissuade the reader from giving 
that greeting section anything more 
than one glance. 

HARRY CLATFELTER 
Peoria, Ill. 


* * * 


Copy Cub Proffered 
One Good Cork Screw 
(Editor’s Note: C. E. Hume, 
president of the National Canners’ 
Association, said last week that 
what this country needs is a good 
can-opener. The Central States 
Mfg. Co., St. Louis, took a full page 
in the Chicago Tribune to tell Mr. 
Hume that Speedo can-openers will 
solve all can mysteries. Copy Cub 
chimed in with: “Many of our most 
distinguished citizens would agree to 
Mr. Hume’s assertion provided they 
could amend the resolution to substi- 
tute for ‘can-opener,’ the word ‘cork- 
screw.’” Now—go on with the 


story): 


Voice of the Advertiser 


To the Editor: Since receiving 
ADVERTISING AGE of January 24, we 
have been trying to figure out 
whether “Rough Proofs” went to 
the press between the time Mr. 
Hume made his address at the can- 
ners’ convention and the advertise- 
ment of our client appeared, or 
whether you are among the Speedo 
can-opener users who are up in 
arms at Mr. Hume. 

We took care of Mr. Hume with 
a very timely piece of advertising 
and if you are in earnest about the 
cork-screw, I believe I can find ex- 
actly what you want. 

The writer left Chicago with pho- 
tographs of Mr. Hume smiling as he 
used the Speedo can-opener and with 
a statement that, judging from the 
flood of letters he had received, we 
certainly had a right to shout at 
him. 

I imagine there are a lot of other 
“Rough Proofs” readers who would 
like to see just what Copy Cub 
looks like, with a smile of satisfac- 
tion beaming through the mustache 
or whiskers, or what has he? 

Does he count himself among the 
distinguished citizens who really 
need a good practical cork screw? 
If so, just say the word. 

O. A. ZAHNER 
Mgr., St. Louis office, 
Ruthrauff & Ryan, Ince. 


* * + 


O-Cedar Corporation 


Launches Campaign 

To the Editor: Our 1931 campaign 
begins February 8 with a four-color 
back cover in the American Weekly, 
to be followed by a page in the Sat- 
urday Evening Post of March 7. 

These two special advertisements 
were made necessary by the delay 
in completing our 1931 plans and 
our inability to get into the national 
magazines earlier than 90 days 
after the decision was made. 

The April issues of 12 national 
women’s magazines will begin the 
schedule of O-Cedar advertising. 
We plan to continue these publica- 
tions regularly and hope, if justi- 
fied by business, to increase the list 
as the season progresses. 

A 15-minute morning radio broad- 
cast, once a week, will continue 
through April. We will carry full 
pages in hardware, grocery, drug 
and house furnishings papers. Our 
work with jobbers will consist chiefly 
of monthly letters, treating some 
current sales angle. 

JOHN CHAFFE 
Adv. Mgr., O-Cedar Corp., Chicago. 
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No Women in 
Cigarette Copy, 
Bill Provides 


Jefferson City, Mo., Jan. 29— 
Pretty feminine faces and forms 
will no more lure the reader to 
tobacco advertisements in the “Show 
Me” state. 

That is, they will not if a measure 
now before the general assembly of 
Missouri is adopted. Representative 
J. C. Putnam, who hails from deep 
in the Ozark mountains of South- 
ern Missouri, thinks tobacco and 
cigarette advertisements as_ they 
now appear in newspapers, maga- 
zines and on outdoor panels are 
undermining the morals of the 
youth of the state, and would censor 
all advertising copy. 

His bill provides that “it shall be 
unlawful for any person, company 
or corporation engaged in the man- 
ufacture of tobacco, cigars, ciga- 
rettes, snuff or any other by-prod- 
uct of tobacco, to use the picture, 
form, likeness or name, of any 
woman or women, real or imaginary, 
in the nude, in costume, or dressed 
in any manner whatsoever, on any 
bill, sign, or advertisement board, 
in or on any public place, news- 
paper, magazine, or in any publi- 
cation whatsoever, for advertising 
purposes in any place in Missouri.” 

The same bill also would forbid 
the advertisement of any tobacco or 
its by-products as a fat reducer or 
a health producer. The penalty for 
violation of the proposed law is 
fixed at a fine not to exceed $500 
or imprisonment in jail not to ex- 
ceed six months, or by both. 


Auction Ordinance Void 

A Portland (Oreg.) ordinance 
prohibiting auction sales of jewelry 
has been held void by the Oregon 


NEW SALES CHIEF 


H. J. Mountrey 


Mr. Mountrey is the new vice- 
president in charge of sales and ad- 
vertising for the Borden Sales Co., 
New York. 


Omaha Club Cancels 


Its 1931 Program 


The Advertising-Selling League 
of Omaha, Neb., which at one time 
had 1,500 members, has voted to dis- 
continue its weekly programs, can- 
celing the 12 remaining dates for 

931 


The present membership is about 
500. The club was started as an 
advertising club and later opened to 
salesmen. Leo J. Crosby is presi- 
dent, and Thelma Petit, secretary. 


New Omaha Agency 
Ivan L. Gaddis, who has been with 
the publicity bureau of the Omaha 
(Neb.) Chamber of Commerce, has 
opened an advertising office in the 


t sounds 


rackel... 


OLLOWING in the wake of general 
magazine improvement, the trade 
paper publisher realized that if he were 
to compete in the field of publishing, 
he must COMPETE—and compete for 
the one thing that is of consequence, the 


The preceding paragraphs are taken 
from Ray W. Sherman’s booklet, “The 
Place of the Trade Paper in the Adver- 
tising Plan.” 


Each Hearst Business Magazine must 


Redick Tower building, _ Omaha. 
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saat factor in your business. That being 
announce-| true, we have a method by which 
ats you can reach your direct customers 
and prospects more effectively. By ‘\ 
“direct’’ we mean the architects who ff 
are designing the sort of building in 
which your product can be used. Let 
us tell you how. 


There are listed in THE SCRIBNER K 
SALES GUIDE to the ARCHI- Pa 
TECTS OF THE SOUTH mN 


190 cities 
1172 offices of practicing architects 
2369 names of firm members 
1150 telephone numbers 
218 specification writers 
222 designers (7 
758 key-draftsmen wm 
215 office managers 
3 engineers 
1 president 
1 vice-president 
1 secretary 
1 treasurer 
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interest of the reader. He realized that 
he could no longer dump a mass of stuff 
together, label it ‘trade paper’ and ap- 
peal for circulation because people 
‘ought to read it’ and for advertising be- 
cause manufacturers and suppliers 
‘ought to support their trade papers’. 


“Why anyone ‘ought to support a 
trade paper’ is a mystery. It sounds like 


a charity racket.” 


pages. 


pass the most rigid requirements. We 
maintain that any one of them is an ex- 
ample of what a business magazine can 
be, provided the necessary talent and 
capital are supplied. 


‘We believe that a major capital in- 
vestment in our editorial pages guar- 
antees the value of YOUR advertising 


Hearst Muctacns Naagaxzines 


MOTOR — 


AMERICAN DRUGGIST — AMERICAN ARCHITECT — AROMATICS 


57th Street at Eighth Avenue, New York, N. Y. 


Show Channels 
of Distribution 
in Six Fields 


Washington, D. C., Jan. 29—In- 
dustrial users took 51.8 per cent of 
the $23,237,000 worth of needles, 
pins, hooks and eyes, and snap fas- 
teners sold in 1929, the Bureau of 
the Census reports. 

Wholesalers took 27.6 per cent 
and retailers 16.5 per cent, the re- 
maining 4.1 per cent going to manu- 
facturers’ sales branches. 

Industrial consumers also took 
66.5 per cent of the $37,479,000 
worth of tanning materials, natural 
ans mordants and assistants 
sold in 1929. Dealers took 24.5 per 
cent. The remaining 9 per cent went 
to manufacturers’ sales branches. 

Wholesalers bought 79.0 per cent 
of 1929 sales of files and rasps, the 
total being $14,046,000. Retailers 
took 5.8 per cent and sales direct to 
users accounted for 15.2 per cent. 

Sales of collapsible tubes amount- 
ed to $8,371,000, 60.1 per cent going 
to industrial consumers and 39.9 
per cent to wholesalers. 

Industrial consumers were the 
most important buyers of $81,535,- 
000 worth of cast-iron pipe and fit- 


tings sold in 1929, taking 58.4 per 
cent. Dealers bought 35.9 per cent 
and manufacturers’ sales branches 
took 5.7 per cent. 

Wholesalers took 50.1 per cent of 
the $7,150,000 of lasts and related 
products sold in 1929. Industrial 
consumers bought 48.9 per cent and 
the remaining 1 per cent was 
bought by retailers. 


Machine Account to 
Fishler, Farnsworth 


The advertising of the Reiner 
knitting machine has been placed 
with Fishler, Farnsworth & Co., 
New York. It is said to be the first 
developed to knit the leg and foot of 
full-fashioned hose without supple- 
mentary equipment. 

The inventor is Dr. Robert Reiner, 
who won fame as the first paying 
trans-Atlantic passenger on the 
flight of the Graf Zeppelin. 


To Teach Class on 
Trade Advertising 


R. T. O’Connell, of the Carter 
Advertising Agency, New York, who 
has conducted a course in business 
paper advertising for several years, 
will again serve. 

The class starts February 9 in the 
Washington Square Division (School 
of Commerce) of New York Uni- 
versity. 


Plan Campaign 
for New Arch Shoe 


The Herold Bertsch Shoe Co., 
Grand Rapids, Mich., has placed its 
advertising with George Harrison 
Phelps, Inc., Detroit. 

The campaign will feature the 
new Torson arch shoe for boys, as 
well as the established line for men. 


Agency for Cosmetics 


The Scandia Jourde Corporation, 
Paris and New York manufactur- 
ers of beauty preparations and home 
treatments, has placed its advertis- 
ing with the Arthur Hirshon Com- 
pany, New York. 

Magazines and class newspapers 
will be used. 


Get Industrial Expert 


Louis Mackler, for many years 
actively engaged in electrical and 
mechanical engineering, has joined 
the P. F. O’Keefe Advertising 
Agency, New York. He will col- 
laborate in the eS of tech- 
nical data and market research 
studies. 


Agency for Tractor 


The Trackson Company, Milwau- 
kee, Wis., manufacturer of full 
crawlers and tractor equipment, has 
appointed the Dyer-Enzinger Com- 
pany, of that city, to direct its ad- 
vertising. 
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TELEVOX AIDS 
REFRIGERATOR 
DISTRIBUTORS 


Westinghouse Features Me- 
chanical Man 


The dynamic personality of Her- 
bert Televox, featured in page copy 
in Chicago newspapers, drew large 
crowds to the opening of the new 
Chicago distribution quarters for 
the Westinghouse refrigerator. 

While Herbert has already trav- 
eled many thousands of miles and 
appeared before a large part of the 
eountry’s population, public curiosity 
over his antics appears to be insati- 
able. 

Mr. Televox is controlled by 
whistles, pitched at different keys. 
When properly requested, he turns 
an electric fan and a vacuum cleaner 
on and off, sings a tune in a metallic 
voice which suggests that he has a 
phonograph record concealed about 
his person, and when he thinks he 
can get away with it, indulges in a 
cigarette. 


Is Cigarette Fiend 


The manufacturers of the latter 
may well sigh for the day when 
robots will no longer be a curiosity, 
for Mr. Televox, when left to his 
own devices, eats up a cigarette in 
15 seconds. 

Mr. Televox’s Chicago success 
has secured for him an engagement 
to spend a week with each West- 
inghouse refrigerator distributor. 
He will appear in New York next. 

With the appointment of distribu- 
tors to cover territory as far west 
as Kansas City, the Westinghouse 
Electric and Manufacturing Com- 
pany promised its dealers this 
month that it will henceforth place 
regular national advertising. The 
first release, a four-color spread, 
appeared in the January 10 issue 
of the Saturday Evening Post. 


One Line Only 


The company prefers that dis- 
tributors confine their interests to 
a single product, which has neces- 
sitated, in most cases, the forming 
of a company to take on the line. 
The set-up requires the distributor 
to sell both wholesale and retail, 
and to maintain an organization to 
go after apartment house sales. 

The Chicago distributor has es- 
tablished offices in one of the down- 
town office buildings, where elabo- 
rate arrangements have been made 
to display the Westinghouse refrig- 
erator to best advantage. 

The conclusion apparently is that 
such a machine impresses potential 
buyers most effectively when the 
refrigerator is displayed in its nat- 
ural setting. To this end, a modern 
kitchen has been installed by the 
distributor. 

This kitchen, it is asserted, will 
do more than serve as a background 
for the refrigerator. It will contain 
food, as well as utensils, and will 
be in charge of an expert chef, who 
will demonstrate that the Westing- 
house refrigerator will do yeoman 
service for the woman who really 
uses her kitchen. 


Too Many Dealers 


The company has interested more 
dealers than it can use, for which 
fact a campaign in Electrical Mer- 
chandising has been given consider- 
able credit. Preference is being given 
to those handling other high cost 
specialties, such as radios, vacuum 
cleaners, oil burners, etc., who have 
a trained direct selling force. 

Westinghouse salesmen work 
closely with distributors in passing 
on dealers and in familiarizing the 
dealer’s salesmen with the Westing- 
house selling technique. 

Since distribution is incomplete, 
the company’s advertising will be 
concentrated in newspapers and 
posters, at least for the present. 
Campaigns in both mediums are 
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scheduled to start early next month 
in the New York territory. 

Mr. Televox’ co-worker in per- 
sonalizing the Westinghouse refrig- 
erator advertising is “The Spirit of 
Westinghouse Achievement in Elec- 
trical Refrigeration,” a creation of 
Rockwell Kent, which was _ intro- 
duced in the initial magazine adver- 
tisement. She has been adapted to 
black and white for newspaper ap- 
pearances and to a simplified color 
form for posters. She will also ap- 
pear on dealer helps, mailing pieces, 
ete. 

The Westinghouse refrigerator 
account is directed by Henri, Hurst 
& McDonald, Inc., Chicago, the ra- 
dio account by Lennen & Mitchell, 
Inc., New York, and the other prod- 
ucts by Fuller & Smith and Ross, 
Cleveland. 


Swift & Company 
Will Distribute 
Canned Foods 


Swift & Co., Chicago packers, will 
shortly add a complete line of 
canned fruits and vegetables to their 
list of products, as the result of the 
modification of the packers’ consent 
decree. 

G. F. Swift, president of the com- 
pany, made this announcement: 

“Swift & Co. now are working on 
plans to add complete lines of 
canned fruits and vegetables under 
the Swift brands. 

“These will be distributed to the 
retail dealer through our existing 
branch houses and over existing car 
routes by our present force of sales- 
men. 

“It is a matter of gratification to 
the company that we will be able to 
use our existing facilities for the 
distribution, at wholesale, of a more 
complete line of food products. The 
fact that a salesman can sell a com- 
plete line rather than merely a line 
of meats means that savings can be 
effected on distributive costs. 

“It is not possible at the present 
time to announce a definite date for 
adding these items, but it will be 
done without undue delay and as 
soon as details regarding labels can 
be worked out.” 

Libby, McNeill & Libby, Chicago, 
will continue to distribute their 
branded products through present 
channels and not throught Swift & 
Co., Edward G. McDougall, presi- 
dent, announced. 

Other packers have indicated they 
are studying the situation and are 
not ready to announce their plans. 


Restaurant Owners 
Select an Agency 


The National Restaurant Associa- 
tion has retained George Harrison 
Phelps, Inc., Detroit, to conduct an 
educational program among mem- 
bers and suppliers as @ basis for a 
co-operative advertising campaign. 

This campaign would educate the 
public to the merits of good restau- 
rants and emphasize the economic 
importance of the field. 


Favors Denial 
of Henderson’s 
Radio Project 


Washington, D. C., Jan. 29—De- 
nial of the application of Station 
KWKH, Shreveport, La., for full- 
time operation and 30,000 watts 
power has been recommended to the 
Federal Radio Commission by Ex- 
aminer Elmer W. Pratt, who says 
that much of the language used over 
the station by W. H. Henderson, its 
owner, “is inimical to the moral and 
esthetic development of the youth of 
America.” 

Mr. Pratt charged that Mr. Hen- 
derson sold directly over the station 
a number of commodities. He has 
conducted, continued the examiner, 
“what he is pleased to term an edu- 
cational campaign relative to im- 
proper practices and monopolistic 
tendencies of chain stores, and allied 
subjects.” 

Approximately 35,000 independent 
merchants, in about 4,000 towns 
throughout the country, have con- 
tributed financially to the Hender- 
son campaign, the report states, and 
the title “Merchant Minute Men” 
has been given this group. 

“Although there is no organiza- 
tion and no responsibility to account 
for the use of such funds, each Min- 
ute Man has contributed $12,” Mr. 
Pratt asserts. “In this manner dur- 
ing the year preceding the hearing 
Mr. Henderson collected in excess of 
$373,500, which is largely profit.” 


Analyze World’s 


Radio Markets 

“Radio Markets of the World” has 
been issued by the Bureau of For- 
eign and Domestic Commerce, and 
may be obtained from any branch or 
the Government Printing Office, 
Washington, D. C. 

This study indicates there are 24 
million radio sets in use throughout 
the world, nearly half being in the 
United States. 


Plan Big Fete 
for Home Boy 
Who Made Good 


Madison, Wis., Jan. 29—Gilbert 
T. Hodges, president of the Adver- 
tising Federation of America, will 
be the guest of the Wisconsin Press 
Association and the Madison Adver- 
tising Club February 12. He will 
deliver an address, which will be 
broadcast over WISJ, the Wiscon- 
sin State Journal station, on “How 
Advertising Can Help Stabilize 
Business.” 

A graduate of Wisconsin Univer- 
sity law school, and a native of Wis- 
consin, Mr. Hodges will be feted at 
a home-coming program. 

Bruce McCoy, business manager 
of the Wisconsin Press Association; 
A. L. Fitchen, president of the Mad- 
ison Advertising Club, and John L. 
Meyer, field director of the George 
W. Mead Newspaper Institute, are 
in charge of arrangements. 

The Madison Advertising Club is 
inviting advertising clubs in Wis- 
consin and neighboring states, and 
Wisconsin national advertisers to 
attend. The Wisconsin Press Asso- 
ciation, consisting largely of weekly 
newspapers, is inviting the Wiscon- 
sin Daily League and the Wiscon- 
sin League of Advertising Man- 
agers, and state university faculty 
members. Mr. Hodges will speak at 
a dinner at 6:30 p. m. at the Me- 
morial Union of the university. 


Turner & Seymour 
Pick Hartford Agency 


The Turner & Seymour Mfg. Co., 
Torrington, Conn., has placed Smith- 
Patterson-Allen, Inc., Hartford, in 
charge of marketing and advertis- 
ing plans. 

The company manufactures Blue 
Whirl egg beaters, Blue Streak can 
openers and other home products, 
as well as sash chain and drapery 
hardware. 


Frigidaire Wins 
Exposition Medal 
The gold medal award, highest 
refrigeration honor of the Ibero- 
American Exposition, held at Se- 
ville, Spain, has been awarded to the 
Frigidaire Corporation, Dayton, O., 
the export department of the Gen- 


eral Motors subsidiary has been ad- 
vised. 


Fall Is Fatal 


Charles Hoyer, 71, advertising 
manager of the National Associa- 
tion of Retail Druggists Journal, 
died in Chicago January 25 of in- 
juries received in a fall from a 
street car. 


Club Elects Two 


The Advertising Club of Denver 
has elected two new directors. They 
are Morris Townsend and Fred 
Wagenbach. The former is district 
governor. 


Boosts Dividends 


The Great Atlantic and Pacific 
Tea Company has declared a quar- 
terly dividend of $1.50 a common 
share, increasing the annual rate 


from $5 to $6. 


FIXED TRUSTS 
PROSPER FROM 
ADVERTISING 


Skyrocket While Stocks Hit 
Skids 


Extensive newspaper advertising 
has been a primary factor in the 
meteoric development of fixed trusts 
from an investment of $150,000,000 
a year ago to $400,000,000 today, 
said Horace Towner, vice-president 
of Lawrence Stern and Company of 
Chicago, in this month’s issue of the 
Financial Advertisers Association 
Bulletin. 

Mr. Towner pointed out that in 
a year of restricted activity on the 
part of many financial institutions, 
the fixed trusts have employed a 
large volume of newspaper advertis- 
ing, with excellent results. 

“Unquestionably one of the great- 
est factors in the rapid growth of 
fixed trusts,” said Mr. Towner, who 
also directs advertising for Stand- 
ard American Trust Shares, “is the 
fact that they have been consistent, 
bold, and extensive advertisers from 
the start. 


Wouldn’t Believe It 


“Refusing to believe that securi- 
ties couldn’t be sold—refusing to be- 
lieve that advertising is useless in 
periods of market dullness—the pro- 
ponents of fixed trusts have used 
advertising without stint or limit 
during the past year. And this ad- 
vertising has paid. 

“Fixed trusts are now carrying 
more advertising in some metropol- 
itan papers than all leading banks 
combined and their total space fre- 
quently amounts to twice that used 
for bonds. 

“Perhaps other businesses might 
have prospered to a greater degree 
in this depression if they had ex- 
hibited the same confidence in the 
power of sustained advertising. 

“In a period when both bonds and 
stocks have been extremely difficult 
to sell, the number of fixed trusts 
has been really remarkable. 

“And it is all the more remark- 
able when it is considered that prac- 
tically all the fixed trusts hold in 
their portfolios a selection of listed 
stocks which have been consistently 
declining during the period when 
fixed trusts were gaining in popu- 
larity every day. This difference in 
public reaction to what is practi- 
cally the same thing is undoubtedly 
due in large measure to advertising.” 


Made Copy Chief 


H. P. Ruprecht has been pro- 
moted to copy chief of direct mail 
advertising of the Westinghouse 
Electric & Mfg. Co., East Pitts- 
burgh, Pa. 

Mr. Ruprecht won the 1929 award 
of the Pittsburgh Advertising Club. 


AND A PLEASANT TIME WAS HAD BY ALL 


Scene at the Pabst-Puritan display at the convention of the National Canners’ Asso- 
ciation in Chicago last week. 
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OU send the boy to school, of course. You send 

him young. You know he can learn more in a week 
than adults learn in months. Ever try to teach an illiterate adult 
to read? Indeed, mentally the boy has little else to do but learn. 
He questions everything and everybody, demands to know about 
this world and all that’s in it, what's best, what's new, who makes it! 


You can, for a fact, teach an old dog new tricks—but it’s 
casual, capricious, competitive and costly by comparison. Contrast! Then - 
consider the boy market. The boy’s mind is open, it’s plastic, impression- 
able, and unprejudiced—as clay in the hands of a sculptor. It registers 
instantly, action follows at once. Selling a good product to boys is a 
pushover—and there’s nothing to unsell. But boys do more than buy— 

they sell. They influence directly the buying of all the family, step up the 

scale of spending, sell the merit of your product to all the neighborhood. 

Teach the boy about your product now, in truth, a better time will never come. 


Reaching the boy market is The OPEN ROAD for BOYS Mage- 
zine. Slow times or swift it forges forward, gaining circulation, gaining 
advertising, gaining prestige, forward on merit, unabated, unbridled, 
unafraid. Editorially custom made to meet demands of boys themselves, 
with circulation methods sound as solid oak, The OPEN ROAD for BOYS 
Magazine has shown advertisers a responsiveness which we believe unex- 

¥ celled in all the history of periodical publishing. Choose well the media now. 


L. S$. GLEASON 
Advertising Manager 


122 East 42nd Street, New York City 


EN. 4-4472 
BOSTON CHICAGO LOS ANGELES 
E. A. Piller Dwight H. Early Hallett E. Cole 


130 Newbury St. 100.North LeSalle St. 846 So. Broadway 
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Has Talkie Equipment 


The Hotel Astor, New York, has 
installed Western Electric talking 
picture reproducing equipment for 
the benefit of sales organizations 
using this form of instruction. 

Among companies which are now 
using talking pictures for sales and 
convention work are the Coca-Cola 
Company, Dodge Motor Company, 
United States Rubber Company, 
Perfect Circle Company, and the 
Studebaker Corporation. 


Krauter with Agency 


Edwin William Krauter, well 
known Chicago commercial artist, 
has become director of art for Al- 
bert Frank & Co., Chicago. He has 
had wide experience in handling 
magazine and newspaper campaigns. 


Quin Ryan Promoted 


Quin Ryan, announcer for WGN, 
Chicago, has become manager of 
that station, succeeding Henry Selin- 
ger, who has joined Lord & Thomas 
and Logan, Chicago. 


Store 
Equipment 


Sellers of any of the 
many items of equip- 
ment and supplies used 
in the big department 
stores and specialty 
shops will find material 
of direct importance to 
them in “The Marketing 
of Store Equipment and 
Supplies.” 


Copies sent upon request. 
Please address the Ad- 
vertising Department. 


RETAILING 


The Fairchild Weekly of 
Modern Methods of Distribution 


8 East 13th St., New York 


REVISION OF 
BASIC POLICY 
DOUBLES SALES 


Mail Order House Establishes 
Branches 


Kalamazoo, Mich., Jan. 29—The 
development of a direct selling 
branch organization, and the em- 
phasis put on color and style in 
featuring its merchandise, are given 
the lion’s share of the credit for the 
remarkable growth of the Kalama- 
zoo Stove Company. 

The company’s net sales in 1924, 
the year before the color lines and 
the new sales policy were added, 
were $1,963,999. In 1929 volume 
reached $4,111,844, and while the 
average annual increase of 25 per 
cent was not maintained in 1930, 
officers of the company believe the 
forthcoming statement will show 
satisfactory earnings. 

The company entered the manu- 
facturing-mail order business in 
heating stoves, cooking ranges and 
furnaces 31 years ago. The mail 
order plan was followed without de- 
viation until 1925, when an experi- 
mental branch was opened in Grand 
Rapids, Mich. Since then, branches 
have been added at the rate of about 
20 a year, until the company now 
has 110, covering all of Michigan 
and parts of Indiana, Ohio and New 
York. 


Gradual Transition 


According to President A. C. 
Blakeslee, the expansion of the 
branch organization will be contin- 
ued at the same gradual rate until 
the country is blanketed. He ex- 
plained the unhurried transition 
from one method of selling to an- 
other as being due to the desire to 
build soundly and the fact that the 


WE ARE ART TYPOGRAPHERS 


NOT TYPE TRICKSTERS 


YPOGRAPHY “all prettied up” 


like a lovy-dovy wedding cake? No! 


Typography made starkly repulsive by 


the “back-to-ugliness” cultists? No! 


We stand, squarely between the two, 


for the naturalness that 1s art and 


the beauty of simplicity 


LEE & PHILLIPS, INC. 


Typographers Who Prove It With Proofs 


228 EAST FORTY-FIFTH STREET, NEW YORK 


MONTAGUE LEE COMPANY, INC. ® FREDERIC NELSON PHILLIPS, INC. 
Successors to GRAPHIC TYPESETTING CORP. @® CAXTON TYPOGRAPHERS, INC 


“NEXT YEAR, YOUNG FELLOW” 


The 1931 calendar of the Hercules Powder Co., Wilming- 
ton, Dela., continues the series utilized in the past, as the result 
of widespread demand from lovers of outdoor life. 


magazine advertising, which has 
been the backbone of selling effort 
since the birth of the business, has 
proved just as efficient in the direct 
selling territory as in the much 
larger area still worked by mail. 
The only change in the advertising 
plan resulting from branch opera- 
tion has been the addition of news- 
papers. 


The company’s selling efforts have 
always been concentrated in the 
rural and small town market. Ob- 
servers have assumed that the 
branches are intended to develop 
business in the larger towns and 
cities. According to Mr. Blakeslee, 
however, this is not the case. Most 
of the branches are located in the 
small towns which gave the greatest 
yield under the old plan, while those 
in larger cities, such as Rochester, 
N. Y., serve primarily as a base for 
operations in the adjacent rural 
districts. 


Developing Managers 


The branch managers have been 
selected without regard for prede- 
termined qualifications. Many are 
ex-factory employes, some have had 
experience with other stove manu- 
facturers or specialty organizations, 
and others have been picked from 
canvassing crews. One of the most 
successful is a former draftsman at 
the factory. 


They are paid on a commission 
and drawing account basis, and 
varying arrangements are made by 
the company for stock and show- 
rooms, depending upon the size of 
the town in which the branch is lo- 
cated. In some cases the showroom 
consists of the front room of the 
branch manager’s home. 


The sales plan provides for turn- 
ing over to the branch manager a 
list of all of the company’s cus- 
tomers in the territory, together 
with inquiries as received. The first 
duty of the manager is to make per- 
sonal contact. with old customers 
and to develop as many leads as 
possible from that source. 


The next most profitable source of 
business has been cold turkey can- 
vassing. Branch managers are ex- 
pected to make a certain number of 
such calls each day, combining so- 


licitations for range and furnace re- 
pair work. 


Digging Up Leads 


In the spring and fall, the com- 
pany puts on several canvassing 
crews, paid on straight commission, 
to work the branch territories in 
rotation. While canvassers are not 
paid a commission on_ business 
closed from their leads, an effort 
is made to engage men interested 
in becoming branch managers, and 
they are given to understand that 


their showing will have much to do] N 


with the appointment. 


Since 1925, when the new color 
line was added, the company has 
used full color pages exclusively, 
with layouts that give dominance 
to an illustration of the product. 
Otherwise, the advertising shows 
little change. The famous, euphoni- 
ous slogan, “A Kalamazoo—Direct 
to You,” is still featured in the 
headlines, and the copy elaborates 
on the theme of saving through mail 
order buying. 

The company’s thoroughness in 
capitalizing on the style qualities 
and color appeal of its line is illus- 
trated by the fact that it issues 
dated semi-annual catalogs of 38 
pages or more in four colors 
throughout. 


How Money Is Spent 


The company spent $225,000 in 
general and farm magazines in 1930. 
This figure does not include branch 
advertising or direct mail. The pub- 
lications on the 1931 list, which 
shows little change from year to 
year, are: 

Successful Farming, Country Gen- 
tleman, Farm Journal, Household 
Magazine, Moose Magazine, True 
Story, Women’s World, Popular Me- 
chanics, People’s Popular Monthly, 
Eagle Magazine; 

True Romances Group, Farmer’s 
Wife, Grit, Country Home, Rural 
New Yorker, New England Home- 
stead, American Agriculturist, Penn- 
sylvania Farmer, Railroad Train- 
man, Dairymen’s League News, the 
Street & Smith combination and 
rural sections of such metropolitan 
papers as the New York American, 
New York News and Boston Ad- 
vertiser. 


Plan Fight on 
Substitutes 
for Hardwood 


A national trade promotion pro- 
gram is planned by the Hardwood 
Trade Extension Bureau, to be 
formed in Chicago in the near fu- 


ture. L. S. Beale, secretary-treas- 
urer of the National Hardwood 
Lumber Association, Chicago, will 


probably serve as secretary of the 
new organization, for the time be- 
ing, at least. 

Under the plan outlined by Mr. 
Beale, as the result of three years 
study of the situation, the initial 
cbjective is a fund of $100,000 for 
educational work. It is believed that 
$250,000 will be available later for 
advertising. 

“We should like first of all,” he 
said, “to banish the idea, placed in 
the minds of consumers by advo- 
cates of substitutes, that there is 
not an adequate supply of hardwood 
lumber to take care of the places 
where hardwoods may logically be 
used. The idea has gained such a 
foothold that it needs active work 
at once.” 

Membership in the Bureau will 
be based on a percentage of sales 
in 1930. There will be a minimum 
flat amount and a maximum total 
for each member. Expenditure of 
the money will be supervised by 
nine directors, assisted by an ad- 
visory committee of not more than 
25 members. 

Charles H. Barnaby is chairman 
of the trade extension committee. 


Buffalo Club Names 
Committees for 1931 


J. L. Justice has resigned as a di- 
rector of the Greater Buffalo Adver- 
tising Club, being succeeded by K. C. 
Evarts. 

The board of directors has ap- 


pointed the following committee 
chairmen: 

Program, Walter McCausland; 
membership, Fred Peacock; 


finance, Roswell E. Pfohl; club trip, 
Edward J. Meyer; Buffalo direct 
mail convention, Lloyd Mansfield; 
educational, Howard C. Menagh; 
bowling, Charles F. Broderick; golf, 
John Marshall; city planning, 
Charles G. Oelheim; house, Charles 
A. Coupe; “Ad-Vents,” Neil D. 
Callanan. 


Ayer’s President 
Gets Japanese Deer 


Wilfred W. Fry, president of 
. W. Ayer & Son, Philadelphia, 
will add a deer park to his summer 
estate, “Meridale,” near Meredith, 
N. Y., as the result of a gift from 
a partner, P. A. Dutton. 

Mr. Dutton presented Mr. Fry 
with a pair of Sika, or rare Japa- 
nese deer. 


Outdoor Expert Dies 


on Pleasure Trip 


_ Death interrupted the California 
jaunt of Joseph T. Aultman, presi- 
dent of the Aultman Outdoor Ad- 
vertising Co., Milwaukee, Wis. 

Mr. Aultman left the train at San 
Antonio, Texas, because of sudden 
illness and died in that city. He 
was 55 years old. Mrs. Aultman, 
who accompanied him, survives. 


Chain in 98. Leute 


Scott Stores, a subsidiary of 
Butler Brothers, Chicago, has signed 
its third store lease in St. Louis. 
The subsidiary now has 91 stores 
in operation, with 18 leases for ad- 
ditional locations signed. 

L. C. Burr & Co., another sub- 


sidiary, has signed a _ lease in 
Sedalia, Mo. There are 16 Burr 
stores in operation, with 8 more 
planned. 


Columbia Promotes 
Klauber and Boice 


Edward Klauber, assistant to the 
president, Columbia Broadcasting 
System, New York, has been ap- 
pointed vice-president. 

Hugh K. Boice, who has been 
sales manager, has been made vice- 
president in charge of sales. 


Agency on Roof 
The F. L. Tomaschke Advertising 
Agency, Oakland, Cal., has taken 
new Sootters on the roof of the 


Franklin building. 
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Christine Dawson 


Detroit, Jan. 28—Miss Christine 
Dawson, who is advertising manager 
of the Florists’ Telegraph Delivery 
News and president of the Women’s 
Advertising Club of Detroit, entered 
the field of advertising with a wealth 
of business experience. 

Cashier in a New York City hotel, 
real estate saleswoman in Detroit 
and office manager of a national 
teachers’ agency were among the 
positions she held before she de- 
cided to enroll in a course in ad- 
vertising offered by Northwestern 
University. She took this step be- 
cause she had made up her mind 
that advertising offers greater op- 
portunities to women than any other 
field. 

“As a matter of fact,” Miss Daw- 
son said, “I believe that advertising 
is the only field in which women 
get an even break with men—or 
almost an even break.” 

Her first copy writing job was 
with the Hilmer V. Swenson Com- 
pany, Chicago. 

The club which Miss Dawson 
heads has a membership of about 
75 women, all of whom are actively 
engaged in various phases of ad- 
vertising work. It meets every 
Tuesday noon and, its members in- 
sist, is completely free from mascu- 
line influence. 

Its president, incidentally, is only 
28 years old. 


N. E. L. A. Sponsors 
Advertising Meet 


An electrical advertising confer- 
ence will be held in New York 
February 25-7 under the sponsor- 
ship of the National Electric Light 
Association. : 

E. A. Mills of the New York Edi- 
son Company is general chairman, 
and W. T. Blackwell, Public Service 
Electric and Gas Company of New 
Jersey, vice chairman. 


Publisher and 
Agency Sign 
Stipulation 


- Washington, D. C., Jan. 29—The 
determination of the Federal Trade 
Commission to hold the advertising 
agency and the publisher as culp- 
able as the advertiser, in cases of 
unfair copy, was again indicated 
this week. 

An agency engaged in placing ad- 
vertising in periodicals of general 
circulation for the vendors of an 
instrument to detect minerals in 
the earth and of a book entitled 
“What Happens Upon Death,” 
agreed by stipulation that, if the 
Commission will refrain from mak- 
ing the advertising agency a joint 
defendant in the proceedings against 
the advertisers, it will abide by the 
provisions of any cease and desist 
order that may be issued against 
the advertisers. 

The advertisers are charged with 

making, circulating and publishing 
false and misleading statements 
concerning the commodities offered 
for sale, thereby deceiving the pub- 
lic into buying their goods in pref- 
erence to others offered under 
truthful representations. 
A corporation publisher of a 
periodical carrying advertisements 
of two companies, one offering for 
sale a compound that it is claimed 
would cause hair to grow quickly 
and another a hair treatment, 
signed a stipulation with the Com- 
mission agreeing not to violate the 
provisions of any cease and desist 
orders issued against the advertis- 
ers pending final disposition of pro- 
ceedings against them. 

The company also agreed to abide 
by the terms and provisions of any 
cease and desist orders when is- 
sued, if the Federal Trade Commis- 
sion will refrain from making the 
publisher a defendant with such ad- 
vertisers in the procee* .gs. 

The Commission also ordered the 
Perfect Voice Institute, Chicago, to 
stop representing that every student 
can have a beautiful speaking or 
singing voice by developing a cer- 
tain muscle. 

The Commission found that there 
had been no post-mortem examina- 
tion of Caruso, as stated in the 
advertising. 


Four Join Portland 


The Advertising Club of Portland, 
Oreg, has accepted membership ap- 
plications from J .S. P. Copland, 
sales promotion manager, Oregon 
Manufacturers’ Association; James 
D. Bobbroff, director, Eversharp 
Lawnmower Co.; Earl E. Fitzwater, 
president, Guardian Building and 
Loan Association, and Clifford T. 
Johnson, Johnson Music Co. 


Tom Cusack Is Dead 


Funeral services were held in De- 
troit Jan. 27 for Tom Cusack, for 
seven years the Detroit representa- 
tive of Colliers Weekly. Mr. Cu- 
sack died of pneumonia in New 
York, where he went to attend the 


automobile show. 


45,000,000) 


FORTY FIVE MILLION 
DOLLARS available from 
the Government to 
Purchase FARM SUPPLIES! 
ARE YOU INTERESTED IN THESE 


SALES OPPORTUNITIES ? 


A SURVEY COVERING SUPPLIES 
NEEDED AND SOLD THRU SEED 
STORES FURNISHED ON REQUEST 
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STORY IS TOLD 
BY BACKGROUND 


While the high-priced commodity 
may have a limited market, this 
need no longer be true of the prod- 
uct with a low price attached, Paul 
Ressinger, noted Chicago artist, said 
January 26 in giving the ninth of 
a series of ten lectures under the 
auspices of the Society of Typo- 
graphic Arts, Chicago. 

Mr. Ressinger was the first presi- 
dent of this organization, which sev- 
eral years ago broke away from the 
American Institute of Graphic Arts 
to assume its present form and 
widen the scope of its work. 

To illustrate his point, Mr. Res- 
singer pointed to the advertising of 
the Ford Motor Company. . 

“The Ford car was originally de- 
signed for the man with a limited 
income,” he said. “By the use of 
luxurious backgrounds for the ad- 
vertising, the idea was put across 
that it is a car for the wealthy man 
as well as other classes. This be- 
lief was implanted almost exclu- 
sively by the clever use of art work.” 

While emphasizing the fact that 
all forms of advertising should be 
employed to produce a given result, 
Mr. Ressinger said that direct mail 
is helpful in producing quicker de- 
cisions by the use of return envel- 
opes and similar devices. 

Discussing the development of ex- 
pensive paintings in advertising, 
Mr. Ressinger said that the first 
recognition of their value was in 
1886, when the manufacturers of 
Pears soap paid $11,500 for a paint- 
ing by Sir Joshua Reynolds entitled 
“Bubbles.” 


Grondahl Invents 
Newspapers For Blind 


A reading device for the blind, 
which uses rolls of perforated paper 
in connection with a translating ma- 
chine, has been invented by Jens 
K. Grondahl, editor of the Red 
Wing (Minn.) Republican. 

He predicts it will result in week- 
ly, or even daily, newspapers for the 
sightless, and greatly reduce the 
cost of supplying them with other 
reading matter. 


San Francisco Club 


to Visit Sacramento 


The San Francisco Advertising 
Club will visit Sacramento for a 
joint meeting February 26, return- 
ing a visit paid by the latter last 
year. 

A steamer has been chartered for 
the overnight ride by James A. 
Davis, of the Zellerbach Paper Co., 
chairman of the committee in 
charge. 


Fitzgerald in U. S. 


H. Fitzgerald, advertising man of 
Australia, arrived in San Francisco 
January 22 and will proceed to New 
York after a short stay in Cali- 
fornia. 

He will discuss with American 
manufacturers the possibility of 
manufacturing and marketing va- 
rious products in Australia. 


U. S. Courts to Rule 
on Ky. Sales Tax 


The Kentucky graduated sales 
tax was held constitutional by the 
Franklin Circuit Court, but was 
carried to the Federal Courts Jan- 
uary 26. 

Originally designed as a tax on 
chains, the measure was extended 
to apply to all retail stores. 


McLaughlin Moves 


Fred W. McLaughlin, former 
manager of the Toronto office of 
Williams & Cunnyngham, has joined 
the Tandy Advertising Agency, 
Toronto. 


Gets Chain Account 


The Lion Chain Company, Chi- 
cago, manufacturer of automobile 
tire chains, has appointed Arthur 
R. Mogge, Inc., of that city, to di- 
rect its advertising. 


Write Show Case Copy 


The Robbins & Pearson Co., Co- 
lumbus, O., has been chosen to han- 
dle the advertising of the Columbus 


Show Case Company. 


Campbell Soup 
To Give Daily 
Radio Program 


New York, Jan. 29—The Comp- 
bell Soup Company will become one 
of the four largest radio advertisers 
February 2, when the first of a 
series of daily half-hour programs 
will be staged over WEAF and as- 
sociated N. B. C. stations. 

The program will go on the air 
every week day at 9:15 A. M. East- 
ern standard time. 

A half-hour of dance music will 
be presented daily. A cleverly con- 
ceived commercial signature will 
open and close each program. It 
runs: “Start your day with music, 
and start your meals with soup.” 

The company’s announcement 
said: 

“This program at this hour of the 
day is a decided novelty in radio 
broadcasting and to present it the 
company has assembled one of the 
most brilliant orchestras of its kind 
ever to be heard over the radio. 

“From the whole field of talent 
available each member of this Camp- 
bell’s Soup Orchestra has been se- 
lected for his own special abilities 
and fitness in this brilliant novelty 
ensemble. ; 

“An additional feature of the pro- 
gram is that the particular song hit 
of each week will be repeated daily 
during the Campbell’s morning hour, 
so that the latest from Broadway 
will quickly become household prop- 
erty wherever the program goes.” 

The Campbell agency is the F. 
Wallis Armstrong Company, of Phil- 
adelphia. 


Coast Newspapers 


Elect H. R. Judah 

H. R. Judah, of the Santa Cruz 
News, was elected president of the 
California Newspaper Publishers 
Association at the annual meeting 
at Stockton. 

J. Sherman McDowell, Alameda 
Times-Star, was named vice-presi- 
dent for the dailies division, with 
Carroll H. Smith, La Mesa Scout, 
vice-president of the weeklies. 

A new council of 26 members was 
created to give representation to all 
parts of the state. 


Newspaper Promotes 
Music Festival 


The New York Evening Graphic 
has announced plans for a gigantic 
music festival, to be held at Madi- 
son Square Garden, May 2, and to 
feature a 3,000-piece band and a 
1,000-voice chorus. The proceeds 
will be given to unemployed musi- 
cians. 


Walter Dickey Dead 
Walter S. Dickey, 68, former pub- 
lisher of the Kansas City Journal- 
Post and father of the present pub- 
lisher, W. Laurence Dickey, died at 
- home in Kansas City January 
2. 


Charles L. Young Dies 


Charles L. Young, president of 
the Metropolitan Advertising Co., 
New York, died at his home Janu- 
ary 18. 


Sanders’ New Work 


Richard W. Sanders has become 
an advertising representative of In- 
vestment Banking, Chicago, after 
service with The Chicagoan and 
Polo. 
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to a group who 
want facts. 
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ADVERTISING AGE 


New England Plans 
Resort Campaign 


The Recreational Development 
Committee of the New England 
Council, together with officers of the 
hotel associations of New England, 
are preparing a plan to bring the 
region’s industries to the support 
of an all-New England advertising 
program. 


“Selling Aid Digest” 
Broadens Scope 


With the January issue, the Sell- 
ing Aid Digest, published by Flint 
McNaughton, Chicago, was enlarged 
to standard magazine size and will 
digest articles in trade publications 
as well as in advertising and selling 
periodicals. 


Rothschild Turns Author 


“Paradoxy, The Destiny of Mod- 
ern Thought,” is the title of a new 
book on “humanism” published by 
Richard R. Smith, Inc., New York. 
The author is Richard Rothschild, 
vice-president of the United Adver- 
tising Agency, New York. 


STUDY REACTION 
~ OF ILLITERATES 


Washington, D. C., Jan 29—Re- 
actions of illiterates to radio pro- 
grams were described in a prelimi- 
nary report issued from the office 
of the Secretary of the Interior. 

In the choice of those who could 
|not read or write, sermons ranked 
|first in popularity; the National 
| Farm and Home Hour, second; and 
|business talks and news flashes, 
third, according to a report of the 
survey submitted by H. Robinson 
Shepherd, president of Lincoln Me- 
morial University at Harrogate, 
Tenn. 


| 
| Placing of radio sets in the homes 


of illiterates, the report said, stim- 


|ulated in the listeners a desire to 


| Possess the sets. The Lincoln Me- 
| morial University report is based on 


a eee 


Is the Stop-Light 
Turning Red? 


Is your sales volume slowing up be- 
cause the distributor has turned the 
traffic signal against you? 


In the food field it is vital to have the 
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factors. The 


**hattle of the brands” 
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B. V. D’s 


Members of the Advertising Post of the American Legion, New York, triumphed 
over their native modesty when they held a strip luncheon at the staid Army and Navy 
Club. The discarded clothing was auctioned off for sweet charity, and most of the mem- 
bers were able to buy back enough garments to cover their retreat. 


a study of the effect of 25 sets 
placed at various locations within a 
radius of 45 miles of the university. 
Through the cooperation of Secre- 
tary Wilbur and the United States 
Office of Education, the United 
States Chamber of Commerce, and 
the Radio Corporation of America 
which donated a number of sets, 
a study was undertaken in different 
sections of the country to ascertain 
concrete results from placing for 
the first time radio sets before 
adults unable to read and write. 
The initial study involved 100 sets 
in carefully selected areas. 

The preliminary report from Lin- 


coln Memorial University covers 


will keep you 
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one of the areas. One set was placed 
in a country store, another in a 
village restaurant, two in high 
schools, two in rural elementary 
schools, and 19 in private homes. 

“The results of this listening and 
the study thereof,” the report said, 
“are still much too fluid and nebu- 
lous for isolation and analysis. 
Many of these listeners never be- 
fore listened to radio programs. 

“This is an ultra-devout region, 
hence sermons are extremely popu- 
lar—especially off the main high- 
ways, where traveling is difficult. 
Business talks and news flashes are 
popular. But since agriculture is 
the prevaling business, those fea- 
tures next in popularity to sermons 
are the National Farm and Home 
Hour and the 4-H programs. Re- 
ports have already come in of defi- 
nite help from constructive ideas for 
farm, garden, and poultry yard put 
into profitable operation.” 


“Better Times” Made 
Stronger Medium 


George J. Hect, president of Bet- 
ters Times, Inc., publisher of Better 
Times, a New York magazine with 
a paid circulation of 3,000 among 
charitable and welfare workers, has 
announced that this circulation will 
henceforth be supplemented by free 
distribution of 7,000 copies monthly 
to local contributors to charities. 


It’s Prof. Nejelski Again 


Leo Nejelski, account executive of 
the Gardner Advertising Company, 
St. Louis will conduct the course in 
advertising copy writing in the 
Y. M. C. A. College of Commerce 
and Finance. At one time he held 
the same post in Detroit University. 


Owsley Enters Business 


John Guy Owsley has left Foster 
and Kleiser, outdoor advertising 
company of Seattle, to enter busi- 
ness for himself as the Owsley Ad- 
vertising Agency. He has opened 
offices in the Northern Life Tower, 


ADOMETER IS 
NEWEST MEDIUM 


New York, January 29—The Ad- 
ometer, an automatic advertising de- 
vice which shows miniature posters 
in rotation, will soon be competing 
with mileage meters for the reader 
interest of taxicab passengers in the 
larger cities. 

The device is owned and promoted 
by the Adometer Corporation, with 
home offices here. The company has 
an interlocking directorate with the 
Checker Cab Mfg. Co., which owns 
subsidiary fleet operating companies 
in New York, Chicago, Pittsburgh 
and Cincinnati. The machines will 
be installed in these fleets, as well 
as in the cars of two large independ- 
ents, by April 1. 

Checker cabs will henceforth be 
built with a panel to receive the Ad- 
ometer, and it is planned to have 
the medium available in all large 
cities in the near future. 

The Adometer is operated auto- 
matically from the motor, is illumni- 
nated day and night, holds 23 adver- 
tisements having a copy size of 


3x6™% inches, and gives each a show- 
ing of from six to eight seconds. 

The medium is being offered to 
national advertisers, local advertis- 
ers and community advertisers in 
metropolitan cities on the basis of 
all fleets, one fleet, or that part of a 
fleet operating in an advertiser’s 
neighborhood. 

The average cost is three cents 
per day per cab. Minimum contracts 
are for six months, but copy may be 
changed monthly without extra 
charge. The company specifies that 
copy must be in at least two colors. 


Like Humorous Copy 


An increase of 300 per cent in the 
space of a year in the amount of 
newspaper advertising placed by 
agents of the Aetna Casualty & 
Surety Company, Hartford, Conn., 
followed a change from instiutional 
to humorous themes in the copy 
prepared by the company for the 
agent’s use, according to Stanley F. 
Withe, advertising manager. 


Buckley In New York 


Frances P. Buckley, formerly na- 
tional advertising manager of the 
Bridgeport (Conn.) Times-Star, has 
joined the sales staff of Bertolet & 
i special representatives, New 

ork. 


VIEW OF ADOMETER IN OPERATION 


Seattle. 
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Information 


for Advertisers 


(Continued from Page 4) 


Recorder, New York, which dis- 
cusses the economic significance of 
new trends and forthcoming articles. 
The current issue comments upon 
the greatly lengthened selling sea- 
sons. 


194-a. The Marketing of House and 
Home Furnishings. 

This study shows that in depart- 
ment stores doing an annual volume 
of from $2,000,000 to $5,000,000. 
home and house furnishings account 
for 26.3 per cent of sales. How 
these sales are divided is one of the 
interesting presentations offered by 
Retailing. 


186. Steel—Basic to Industry. 

Everybody knows that steel is one 
of the great basic industries, but 
few know why. The Penton Pub- 
lishing Company gives the facts in 
readable fashion in 32 pages. It 
also tells how this 17 billion dollar 
market is divided. 


The Des Moines Reg- 
ister and Tribune sells 
68% of all Sunday 
and 56% of all daily 
newspapers circulated 
in central two-thirds 
of lowa. This includes 
newspapers published 
out of state as well as 
in lowa—41 all told. 


A Stable and Growing Field for 
2000 Years—The Christian Church 


Complete coverage in 
CHURCH MANAGEMENT 
Audito: ium Building 
Cleveland 


PROVE IT! 


SHOW HIM THE LETTERS 


If your salesmen could show skeptical prospects the 
testimonial letters and orders you receive from satis- 
fied customers, it would remove doubt and get the 
orders. Do not allow testimonial letters to Ile idle 
in your fil ve copies your men and Increase 
sales thru their use. Write for samples and prices 


AJAX PHOTO PRINT CO., 33 W. Adams St., Chicago 


REDUCE YOUR COST 
OF SELLING Pn vie ee 


Letters, Post Cards, 
Folders, ind The M Booklets, Catalogs, ete., etc. 


since 1915—is pon 

devoted to Direct Mail Advertising and Selling. 

Tells how to reduce selling cost. Full of rom 
ideas, i and facts. 

year. At end of year, we return $4.00 if you ane 

not satisfied. Send 25c for aa copy. 


Postage and Mailbag & 23th, Sires" 


A PERSONNEL SERVICE FOR THE 
ADVERTISING PROFESSION 
Confidential, painstaking attention to the indi- 
vidual problems of each client. An interview will 


nection. While we opera 
ethods 


agency law, our m are unlike any other 
age 


ney. 
memes A = SERVICE 
& 


ency 
Chrysler, 


Gu , Prop. 
527 Fifth Avenue, New York Murray Hill 10488 


HOOVEN LETTERS, Inc. 


352 Fourth Ave., New York City 
Lexington 6162 
Estab. 1917 Horace H. Nahm, Pres. 
100 Hooven Automatic Typewriters 
Operating Day and’ Night 
ADDRESSING, SIGNING, 


MULTIGRAPHING, MAILING 


For Dependable q 
Photostat Service > 


F.A. RUSSO we. 4 


230 PARK AVE. 509 FIFT VE. q 
60 E.42ndST. 250 W. sna'ste < 


VANderbilt 9975-6-7 


of Show i 


(Continued from Page 1) 
models should be introduced, sug- 
gesting as the best time the period 
between November 1 and January 1. 

The dealers displayed much inter- 
est in the “Winona Used Car Plan,” 
which was described by its origina- 
tor, Frank G. Browne. While, ap- 
Xarently, it has been successful de- 
spite present practices, it could 
*unction more effectively if the re- 
ail automobile business were on a 
*losed territorial basis, it was said. 


How Plan Works 


The plan consists of organizing a 
majority of the automobile dealers 
in the town, together with all banks 
interested in automobile financing, 
into a corporation to buy and sell 
used cars. The dealers subscribe 
for the capital stock on the basis of 
their sales volume, and pay for it 
with used cars on hand and cash for 
the balance of the levy. Dealers and 
bankers each furnish one director 
and one attorney is elected to serve 
in that capacity. 

The corporation conducts its busi- 
ness in a separate establishment in 
charge of a manager selected by the 
board of directors. Dealers refer all 
prospective purchasers with cars to 
the corporation’s appraiser, whose 
estimate is binding on all dealers, 
regardless of what price car the 
buyer ultimately selects. The esti- 
mate is always the price at which 
the car is offered for resale if taken 
in. 

The dealer in the plan sells his 
traded-in cars to the corporation for 
90 per cent of the appraisal value 
and charges the remainder to new 
car sales expense. Through a financ- 
ing arrangement between the bank 
members and the corporation, he re- 
ceives 40 per cent of the amount at 
once, and the remainder as the car 
is sold, the account liquidated and 
the corporation gets the money. 


Result of Co-operation 


The Winona corporation is made 
up of seven of the 10 dealers in busi- 
ness there, who do 90 per cent of 
the volume. After the first year of 
operation, the initial stock of 380 
used cars had been reduced to 80. 
Twelve hundred cars have been sold 
and only 16 repossessed. The over- 
head of the corporation has been 
only 40 per cent of the total over- 
head of the individual used car de- 
partments. 

The dealers in the Winona corpo- 
ration lost $80,000 in 1929. In 1930, 
they broke even, and would have 
made a profit if it were not for 
losses resulting from bad deals in 
1928 and 1929 which came back on 
their hands. The used car corpora- 
tion broke even, which was all that 
was expected. 

Replying to criticism, Mr. Browne 
said that his plan would work where 
other co-operative undertakings had 
failed because of the stabilizing in- 
fluence of the banker members and 
other safeguards, such as the agree- 
ment to keep books and records open 
for examination and liability to the 
corporation for liquidated damages 
should the rules be broken. 


Lose Little Business 


“Also,” said Mr. Browne, “we 
have found in Winona that we have 
lost very little business because 
buyers were able to make better 
trades in neighboring towns. Since 
our overhead is lower, if we cannot 
break even, the foreign dealer will 
certainly take a loss. Naturally 
enough, traders from Winona are 
looked upon with suspicion. Other 
factors also tend to keep the busi- 
ness at home.” 

“Before the market can absorb 
the minimum of 4,000,000 cars 
scheduled for production this year, 
buyers must be found for 10,000,- 
000 of the 26,000,000 cars now in 
operation. The magnitude of the 
task explains the terrific pressure 
on dealers and the reason why the 


Motor Industry Is 
Happy Over Results 


in Chicago 


industry must evolve a uniform 
marketing plan.” 

The Chicago Show was featured 
by the “transmission war,” with ad- 
vertising and salesmen featuring 
free wheeling, syncro mesh and 
other varieties of transmission. 


“White Ghosts” 


Hupmobile advertising was large- 
ly centered around the “two white 
ghosts,” snow-white eights which 
left the Coliseum at the opening of 
the show. One was equipped with 
free wheeling, the other with con- 
ventional transmission. Both en- 
gines were equipped with odometers, 
or revolution counters. The saving 
in engine revolutions with free 
wheeling was recorded in the daily 
papers and over Station KYW. 

The Chrysler Corporation con- 
ducted a “Used Car Clinic” for deal- 
ers during the week. Here all of 
the dealer helps issued by the used 
car department, including an adver- 
tising manual, were on display. 

Chrysler has evolved a compre- 
hensive plan for the profitable oper- 
ation of used car departments and 
offered it to its dealers with an ad- 
visory service by Harry Moock, man- 
ager of the department. 


Michaels, Stern & Co. 
Change Copy Service 


Arrangements have been made by 
Michaels, Stern & Co., Rochester, 
N. Y., whereby the Vic Moran Copy 
service, Bradford, Pa., will supply 
copy service on the company’s cloth- 
ing and general lines to the dealers, 
who pay half the cost. 

O. W. Johnson has resigned as 
sales promotion manager and adver- 
tising director to form an organiza- 
tion to conduct stock reducing sales 
in retail stores. Walter Meyers will 
supervise sales and advertising with 
Earl Allen as advertising manager. 


Harvard Awards are 
Subject of New Book 


“First Five Years Harvard Ad- 
vertising Awards” ($2.50) has been 
published by the Continental Type- 
founders Association, Inc., New 
York, for Harvard University. In 
accordance with the wish of the late 
Edward Bok, it will be followed by 
annuals. 

It constitutes a résumé, chiefly 
pictorial, planned to assist students 
of advertising. 


Offers Award for 
Best Food Package 


Richard Glaser, vice-president of 
the Glaser Crandell Company, Chi- 
cago, packer of preserves and food 
specialties, announces that his com- 
pany will make an annual award of 
a suitable cup for the best designed 
glass, tin, wood, carton, wrapper or 
bag container for food. 


Zonite Goes Abroad 


Jordan Advertising Abroad, New 
York, will direct foreign advertising 
on Zonite Antisetic, manufactured 
by the Zonite Product Corporation 
of that city. Erwin Wasey & Com- 
pany, New York, place the domes- 
tic advertising. 


Joseph Dixon Picks Tyson 

The Joseph Dixon Crucible Com- 
pany, Jersey City, N. J., has ap- 
pointed O. S. Tyson & Co., New 
York, to direct industrial and trade 
advertising on its paints, lubricants 
and graphite. 


Now Representing 


“Rural New Yorker” 

The Riddle & Young Company has 

been appointed national representa- 

tive for the Rural New Yorker. P. 

H. Dempers will continue as west- 
ern representative. 


Changes Made in 


Muansey Combinations 

The Railroad Man’s Magazine will 

henceforth be sold only in the Mun- 

sey Combination. The Munsey Rail- 

road Man’s Special Combination will 

hereafter be known as the Munsey 
Special Combination. 


AL SMITH 0. KS 
AMOS *N’ ANDY 


New York, Jan. 29.—‘Advertising 
is a great power,” said former 
Governor Alfred E. Smith in an 
address before the Advertising Club 
of New York. “Think of Steve 
Brody! He achieved everlasting 
fame by leaping off the Brooklyn 
Bridge, and before his clothes were 
dry he had taken out a_ liquor 
license. 


“The power of advertising lies in 
the constant reiteration and per- 
sistent telling and pounding in—tell 
your story and keep telling it, if 
you want people to act.” 

The former governor touched upon 
the radio as an advertising medium, 
pronouncing the word in his own 
characteristic manner, “raddio.” He 
declared that Amos ’n’ Andy is the 
greatest feature on the air. 

“The other night I was invited to 
speak for five minutes on the air in 
behalf of the Red Cross,” said Mr. 
Smith. “Then the announcer spent 
fifteen minutes thanking the people 
who had owned the five minutes 
used by me.” 

He recalled the days of Joseph 
Jefferson, who toured the country in 
“Rip Van Winkle.” When Jefferson 
played Cincinnati, the owner of 
Bunk & Company, bed manufac- 
turers of that city, asked Mr. Jeffer- 
son to put this line into the mouth 
of Rip Van Winkle: 

“IT would have rested well if I had 
been asleep in one of Bunk’s Beds.” 

Charles E. Murphy, president of 
the Advertising Club, presided at 
the luncheon. Mr. Smith was intro- 
duced by Grover A. Whalen of John 
Wanamaker. 

Among those who attended were: 
William H. Woodin, president of the 
American Car & Foundry Company; 
Lee J. Eastman, president of the 
Packard Motor Car Company of New 
York; Paul Block, president, Paul 
Block, Inc.; Roy Howard, president, 
Scripps-Howard; Gilbert T. Hodges, 
president, Advertising Federation of 
America and member of the execu- 
tive board of the New York Sun; 

Francis H. Sisson, vice president, 
Guaranty Trust Company of New 
York; Kerwin H. Fulton, president, 
General Outdoor Advertising Com- 
pany; Malcolm Muir, president, 
McGraw-Hill Publishing Company, 
Inc.; William H. Rankin, president, 
William H. Rankin Company, and 
Charles Blum, president of the Poor 
Richard Club of Philadelphia. 


Newspapers For Nasalets 

Newspaper advertising will be 
used extensively for Nasalets by 
Street & Finney, New York, re- 
cently appointed by Nasalets, Inc., 
of that city, manufacturer of this 
new cold specific. 


Leverich Joins 


Redfield-Coupe 

Lester L. Leverich, formerly of 

Alfred Wallerstein, Inc., New York, 

has joined Redfield-Coupe, Inc., ad- 
vertising agency of that city. 


Always say 
eccp & A” 


— because our out-of-town 
customers are just as en- 
thusiasticasare the Chicago 
concerns we serve— just as 
much impressed with the 
quality of our plates and 
mats and the high type of 
service we render. 


Partridge & Anderson 


Company 
Electros - Stereos - Mats 


712 FEDERAL STREET . CHICAGO 


@ ADVERTISING 
CALENDARS 


- ee Advertising Cal- 
‘ Gooperative Dealer Calen- 


. Agency Imprint Calendars. 
. » Postage Saving Features. 
. Special Calendars to order. 
‘PROPER PREPARATION 
AND SERVICE 


Give us an idea of your prefer- 
ences and we will send samp 
no obligation. 


The STONE 


PRINTING AND 
MANUFACTURING CO. 


ROANOKE, VIRGINIA 


te 


weer’, 


ORGAN PAN ALOT 


N the strict basis of unit cov- 

erage of hospital buying 
power per dollar; on a basis of 
visibility of advertising; on a basis 
of editorial leadership, Hosprrau 
MANAGEMENT is the best buy in 
the hospital field. Ask for the new 
folder that tells the whole story. 


HOSPITAL 
MANAGEMENT 


537 South Dearborn Street, Chicago 


The ONLY 
of both the 


member — 


the ABC. ‘aa a B.P 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


may be purchased at the following News- 
stands in New York City: 


WOOLWORTH BUILDING 
PERSHING SQUARE NEWS STAND 


Entrance Grand Central Station 
49d Street and Park Avenue 


TIMES BLDG., TIMES SQUARE 


DOUBLEDAY, DORANBOOKSHOPS, Inc. 


Graybar Building 
490 Lexington Avenue 


“everybody reads the news 
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ACME WHITE LEAD 
“ACME CARD INDEX 
ADDRESSOGRAPH 
ALEMITE 

ARMCO CULVERTS 
ARMOUR — 

BELL & HOWELL (FILMO) 


BUNTE BROS. 

-CELOTEX 

CLARION RADIO 
COCA COLA 
DUR-O-LITE PENCILS 
EAGLE PICHER LEAD 
EASY WASHER 
FAIRBANKS-MORSE 
FISK TIRES 

GAGE HATS 

GENERAL ELECTRIC CO. 
GENERAL TIRE CO. 
GOLD MEDAL FLOUR 
GOODYEAR TIRES 
GREYHOUND LINES 
GULBRANSEN 

HANSEN GLOVES 
HARTMANN TRUNKS 
HOFFMAN VALVE 
HOME FURNISHING ASS'N 
HORMEL HAMS : 
JANTZEN. 
JOHNSON WAX 


JOHNSON MOTOR BOATS 
KIRK SOAPS 

KROEHLER DAVENPORTS 

LASALLE HOTEL 

LET THE LAUNDRY DO IT 
LLOYD BABY CARRIAGES 
MACARONI ASS'N 


MAJESTIC RADIOS 
MAJESTIC REFRIGERATORS 
MARMON 


_ MAYTAG WASHER 


MICKELBERRY'S SAUSAGE 
MINNEAPOLIS HONEYWELL 
MUELLER FAUCETS 
MUNSINGWEAR 

NAT'L CONFECTIONERS ASS'N 
NAT'L ENAMEL. & STAMP. 
NEET 

NORTHERN TISSUE 
O-CEDAR 

OLSON RUG CO. 
OVALTINE_ 

PABST 


COLLINS & ALEXANDER, Inc. 


7 65 East South Water Street, Chicago, Illinois 


Not a Who's Who of National Advertisers but the Honor Roll of America's 
Finest Engraving Plant. By this we mean it has been our honor to make plates 
for these leading accounts. Watch this list grow. We predict it will be the 


‘most impressive one in America. 


-U. S. GYPSUM 
VELDOWN 


PENNZOIL 
PHOENIX HOSIERY 
QUAKER OATS 
REO TRUCKS 
—: 

ROGERS LACQUER 
ROLSCREEN 

SAY IT WITH FLOWERS 
SHERWIN-WILLIAMS 
SIMONIZ 


SPARTAN AIRCRAFT 
STEVENS HOTEL 


SUNBEAM IRON & TOASTER 
TIMKEN 

TOASTMASTER 
TROPIC-AIRE 

UNION PACIFIC 


VICTOR ADDING MACHINE 
VOLLRATH 

WEED CHAINS 
WESTINGHOUSE 
WEYERHAEUSER 
WEIL-McLAIN 

WILLIAMS AUTOMATIC 
WILSON-JONES 


YEAST FOAM 
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